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Christmas Is Just 
Around the Corner 


OW is the time ta get 

your plans in shape for 
Christmas merchandising. The 
hardware merchant will find his 
stock full of appropriate gift 
material, and may, if he ar- 
ranges it well, reap a profitable 
harvest. 

The winter sport season is al- 
ready here, and with a view to 
assisting the hardware merchant 
who carries sporting goods, 
HarpwarE AGE presents eight 
pages devoted to this subject. 
Read and get the benefit of this 
department of your trade paper. 

Attention is directed to page 
52 wherein an opportunity is 
offered retail hardware clerks 
to win a prize by writing their 
opinions of the interesting busi- 
ness that they are engaged in. 


—r—- 


What They Say About Us 


I like your magazine very much. 
Yours very truly, 
City Puisc., Htc. & Howe. Co., 
Attleboro, Mass. 


The Harpware AGE could not be 
better if the subscription price were 
three times the amount. 

Yours truly, 
(Signed) W. STREET. 
Portersville, Cal. 


We feel that the HArpwARE AGE 
is of vital importance to us in our 
business, and without hesitation send 
you our subscription. 

Very truly yours, 
THE Linton HaARpWware Co. 
(Signed) Geo. A. HAWLEY. 
Providence, R. I. 
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KNOCKERS 


The increasing use of forged 
iton hardware carries Knockers 
along with it on a wave of 
buying. A knocker, being a 
symbol of visits and visiting, 
is entirely appropriate as a 


Christmas gift. If you haven't 


the several McKinney designs 
to display, act now to get 
them. They find ready 
favor, especially at this time 
of year. 





MAIL BOXES AND 
FOOT SCRAPERS 


Quite obviously these come 
under the heading of Suitable 
Gifts. They deserve a place 
where shoppers can pick them 
up and examine their marvel- 
ous texture and rust-proofed 
finish. Many a sale will be made 
this Christmas from among the 
several McKinney designs. Best 
of all, such items are not dead 
stock after the Holiday season 
is gone. McKinney Manufactur- 
ing Co., Pittsburgh, Pa. 


MCKINNEY FORGED JRON 
for Christmas Gifts 
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By Llew S. Soule 








HERE is one man around whom centers the present 

problem of distribution through independent retail 

stores. Call him what you will, clerk or retail sales- 
man, he it is who forms the actual contact between the 
store and the consuming public. He represents the neck 
of the distribution bottle, through which the merchan- 
dise must flow out and the cash equivalent flow back. 


If through any reason he fails to function, the indi- 
vidual store he serves will eventually fail, regardless of 
merchandise, methods or price. With that failure, one 
avenue of distribution for the manufacturer and whole- 
saler is definitely closed. This is not theory—it is fact. 


Since, therefore, the retail salesman is such a vital 
factor in merchandise distribution, it would seem a mat- 
ter of good business judgment to find out just how he 
stands in the matter of efficiency; to work with him to 
constantly increase his value to himself and to the in- 
dustry he represents. 


Let us ask ourselves these questions: 


Is the average retail hardware salesman functioning 
as he should? Is he as efficient as the exigencies of 
modern merchandising demand that he should be? Is he 
a trained representative of the makers and distributers 
of hardware products? Are his efforts profitably di- 
rected and supervised? 


First, let me repeat, we are speaking of the average 
and not the individual, because the general results in 
the hardware industry must depend upon the general aver- 
age of efficiency. Without doubt, there are thousands 
of genuinely efficient men behind hardware counters. At 
the same time there are other thousands who are ineffi- 
tient. That inefficiency in a majority of cases is not 
their own fault, but the fact remains that it does exist. 


The average retail hardware salesman is not a trained 
tepresentative of the makers and distributers of hard- 
ware. In this matter of training, the responsibility lies 
absolutely with the industry. To some it may seem a 
problem for the merchant alone, but it is not. It is a 





Help Wanted— 


problem which concerns equally the manufacturer, the 
wholesaler and the retail merchant. 


You can hardly expect a man to train himself to do 
your work in your way. It would be almost an impossi- 
bility for him to do so. On the other hand, the retail 
salesman has a right to depend upon you for the practi- 
cal training necessary to properly represent you and the 
merchandise he is expected to sell. 


In the majority of cases his efforts are not profitably 
directed and supervised. The average retail salesman 
is honest, intelligent and willing to work. Again we are 
dealing in averages. The man who is dishonest, lazy 
and lacking in intelligence has no place in the modern 
hardware store. If he is there, the fault lies with those 
who own or operate that store. Once more the responsi- 
bility harks back to those behind the salesman. 


In other words, there has been on the, part of all 
branches of the hardware trade an appalling indiffer- 
ence to the one factor on whom the final success of the 
present distribution system depends. 


Indifference breeds indifference. And so the wonder is 
not that there is inefficiency in retail salesmen, but that 
thre is so much efficiency; that the average of efficiency 
is as high as it is. 


It has taken severe competition to bring us to a real- 
ization of:the value of efficient salesmanship. Will that 
competition also spur the hardware industry to an 
active, united effort to aid the average retail salesman 
attain that efficiency? 


Meanwhile it would be interesting to know the mental 
attitude of the men behind hardware counters; their 
views on the business, on their jobs, on their bosses, on 
their competition; their opinions of manufacturers, 
wholesalers, retail merchants and the merchandise they 
handle. 


A cross-section of the average retail hardware sales- 
man’s mind might prove a revelation to the industry. 
It might also point the way to a solution of many per- 
plexing distribution problems. 
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Review of Hardware Council Meeting 


Discuss at Atlantic City Distribution Problems of Manufacturer, Jobber and 
Retailer—Chairman Asbury and Other Officers Reelected 


y NHE Hardware Council met at 
the Marlborough-Blenheim Ho- 
tel, Atlantic City, N. J., Oct, 

12 and 13. C. W. Asbury, Enterprise 

Mfg. Co., Philadelphia, chairman of 

the council, referred to the meeting of 

the council last January which diag- 
nosed the problem of distribution. It 


H. R. BEATTY 


was the aim of this meeting to study 
the reactions to this diagnosis by the 
various branches and to develop a con- 
crete report for the guidance of each 
branch. He said the retailers had given 
the entire time of their Boston congress 
to studying the retail section of the 
council report. R. J. Atkinson reported 
the results of that meeting and pre- 
sented the retailers’ conclusions in the 
Program of Applied Activity which 
the council received and ordered spread 
on the records. 

R. J. Atkinson on Specialty Manu- 

facturers 

Reporting on the question, “are spe- 
cialty manufacturers giving the chain 
stores an advantage by supplying popu- 
lar selling items in quantities too large 
for the hardware store to digest?” Mr. 
Atkinson, a past N. R. H. A. president 
said: 

“This subject has been introduced 
because there are those manufacturers 
who are producing only a few items, 
in fact so few that to offer them for 
general sale in average buying quanti- 
ties would attach so much expense to 
the distribution that they would have 
a hard job competing with standard 
line manufacturers. These manufac- 
turers by producing goods in large 
volume and selling only in large quan- 
tities have both a low producing and 





R. J. ATKINSON 





a low selling cost that the line manu- 
facturer cannot hope to meet unless he 
uses the same methods. 

“The growth of large buying units 
has produced a willing and able market 
for merchandise that can be sold at 
prices that are below those of standard 
lines. 


H. P. SHEETS 


“Line manufacturers who have been 
watching this trend wonder if there 
is an outlet for more volume for them 
in this type of business and have ex- 
perimented some along certain lines by 
offering the hardware trade merchan- 
dise produced in larger runs or quan- 
ties (and often with less refinement 
than the regular lines) for competition 
with those specialty, manufacturers. 

“The reaction in the market in many 
cases has been that the trade these spe- 
cialty manufacturers sell as a rule have 
a direct consumer contact, and buying 
cheap, capitalize on that fact by mak- 
ing specially low sale prices to the con- 
sumer direct. I may state, tool boxes, 
knife sharpeners, hand drills, etc., 
planes. 

“The line manufacturer faced with 
the problem of providing a market for 
his goods to the ultimate consumer 
has in some cases offered the trade 
his merchandise in large lots at spe- 
cially low prices. The hardware trade 
with its background of years of con- 
servative spirit have not in general 
responded to this type of merchandis- 
ing, often arguing that the price is 
right but quantities are too large, often 
forgetting that buying in these quan- 
tities by the other fellow has been what 
has made the price level he is trying 
to meet and that if he wants to assume 





the advantage of the other he must in 
turn assume the same risk of sale. 

“It seems hardly possible that any 
sort of protest against this method of 
doing business would change condi- 
tions over a very long period. 

“It is also a subject for debate in 
many minds whether the line manufac- 
turer, standing aloof from this type of 
business, does not encourage the addi- 
tion of other manufacturers to enter 
this demand field and create more com- 
petition than already exists. 

“The market for this volume produc- 
tion merchandise already exists and 
protests on the part of what we choose 
to call regular trade will only have the 
effect of advertising to the public that 
the scheme has merits beyond our abil- 
ity to match it. 

“What shall we do about it? Shall 
we move our merchandise to a higher 
level, content to let other factors have 
all the great volume of business, select- 
ing for ourselves that portion of busi- 
ness that can be done with lesser ef- 
fort, or shall we really and truly study 
the situation so that we can report to 
the respective bodies we represent plans 
and definite knowledge that will enable 
them to met the situation? 


Fernley on Catalog House Competition 

“The new problem of catalog house 
competition” was presented by George 
A. Fernley, secretary of National 
Hardware Association, who called at- 


GEORGE FERNLEY 


tention to the increasing pressure that 
is being brought to bear upon manu- 
facturers by catalog houses which de- 
sire established brands of goods with 
which to popularize their local stores. 
Large additional orders for special 
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brands are often offered as an induce- 
ment to manufacture to accept orders 
for standard brands. 

Small package units as a factor add- 
ing unnecessarily to distribution costs 
were discussed and the subject referred 
to Mr. Plumb for the drafting of a 
resolution. A copy of his report is 
attached. 

Merely as information to the coun- 
cil, Mr. Sheets reported on retailing by 
radio as it is being done by certain 
stations in South Dakota, Iowa and 
Nebraska, where dealers complain of 
the disturbance and claim that gross 
exaggerations are made concerning the 
merchandise offered. Local retailing 
interests have tried, so far without re- 
sult, to get the Federal Radio Commis- 
sion to rule against the use of radio 
for selling. 

As a part of its consideration of the 
subject of price differentials, the coun- 
cil heard, read by Mr. Asbury, the 
paper of Saunders Norvell, being the 
address that he delivered at the manu- 
facturers’ convention which appeared 
in full in HARDWARE AGE Oct. 18 issue. 


A. H. Nichols Speaks on Small Dealer 
Service Cost 


On the cost of small dealer service, 
A. H. Nichols, Buhl Sons Co., Detroit, 
and president of the National Hard- 
ware Association, told the council that 
“it costs 25 cents for every dollar, the 
wholesaler sells and each order costs 
$1.25 and orders from the majority of 
the wholesalers’ customers average less 
than $20 and that 70 to 90 per cent of 
the orders are handled at a loss be- 
cause the retailer divides his business 
among so many sources, and the whole- 
saler’s profit is less than 2 per cent.” 
After discussion, Mr. Nichols was 





R. 0. NOOJIN 


asked to present, for the record, a writ- 
ten statement of this subject. This 
Statement was not presented, however. 
L. H. Weber, George Worthington 














Co., Cleveland, discussed the effect of 
purchasing agents and _ curbstone 
brokers who, he said, formerly worked 
exclusively with the wholesalers but 
now go direct to large retailers and 
quote merchandise at wholesalers’ cost, 
giving the retailers a bartering weapon 
to use upon the wholesaler. He said 
effects upon retailers of buying from 
such sources are to overload the dealer 
and to delay payment to his regular 
suppliers. A motion was carried for 
the appointment of a committee to study 
the economic service performed by pur- 
chasing agents, curbstone brokers and 
other irregular lines of selling and to 


+ 



















C. W. ASBURY 


report at the next meeting of the 
council. 

The question was taken up, “Is it 
good business and fair to the trade for 
manufacturers whose standard lines are 
sold through regular channels to sell 
catalog houses and chain stores the 
same or similar goods under different 
names at materially lower prices?” 
Sentiment of the council was expressed 
by N. A. Gladding, E. C. Atkins & 
Co., Indianapolis, who said many 
manufacturers do not follow such pol- 
icy, but that this situation does work 
to the great disadvantage of the in- 
dependent trade and that council in- 
fluence should be for its curtailment. 

The reduction of the cash discount 
by certain manufacturers was dis- 
cussed and the council adopted a mo- 
tion offered by Mr. Fernley, which 
recognized the two per cent discount 
for cash as an established custom in the 
hardware industry and recommending 
its continuance, or reinstatement where 
it may have been discontinued; also, 
urging all in the industry “to scrupu- 
lously observe the terms surrounding 
the allowance of the two per cent cash 
premium, and that it should not be al- 
lowed unless earned.” 

It was suggested that wholesalers 
and retailers do not fully appreciate 


loyal manufacturers. Fayette R. Plumb, 





Fayette R. Plumb, Inc., Philadelphia, 
stated that many manufacturers hold 
their lines strictly within regular chan- 
nels, refusing to sell to others, and 
that this policy has the commendation 
of executive heads in wholesale houses 
and of retailers but that buyers place 
their orders wherever they may find a 
buying advantage, knowing that such 
parties sell anyone anything at the best 
prices they can get. The matter was 


discussed and a motion carried refer- 
ring it to Mr. Plumb and the four as- 
sociation secretaries, to have the matter 
studied by an economist and to publish 
and distribute the report. 





N. A. GLADDING 










M. J. LACEY 


Continuing, Mr. Plumb said in part: 

“A large proportion of the costs of 
conducting a wholesale business in- 
creases as the number of transactions 
increases. In many cases it costs no 
more to execute an order for a large 
quantity of an item than for a small 
quantity. The statement has been made 
on excellent authority that any order 
for a quantity of an item sold for less 
than a dollar causes a loss to the whole- 
saler. Many manufacturers in their 
endeavor to pack their goods in pack- 
ages that will be most convenient for 
the retailer to order have gone to the 
extreme of packing in units too small 
for economical distribution. This en- 
courages the placing of orders for 
these items in quantities so small that 
the wholesaler cannot afford to han- 
dle them, and actually increases the 
cost to the retailer from ordering with 
unnecessary frequency. 

“The Hardware Council recommends 
that manufacturers of package goods 
should study the quantity in which each 
item they sell can be resold to the aver- 
age retaHer to supply him with an ade- 
quate stock and should not package 
their goods in smaller quanties.” 


C. H. Ireland on Concentration of 
Purchases 


Concentration of purchases was the 








subject on which Charles H. Ireland, 
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A. H. NICHOLS 


Odell Hardware Co., Greensboro, N. C., 
spoke as follows: 

“To treat this in all its phases neces- 
sitatés: a visualization of the interests 
involved: First, the jobber; second, the 
large retailer; third, the small retailer ; 
fourth, the retailer in large centers who 
turns his stock frequently; fifth, the 
retailer in sparsely settled sections upon 
whom the community is dependent for 
accommodation. 

“I. If the jobber should be the one 
selected, of course he would agree to 
the idea of fewer but better sources of 
supply. 

“Yet with respect to that which we 
feel we own there is the natural ten- 
dency to neglect the very cultivation 
that makes and keeps it valuable. 


jobber than the monopoly of a cus- 
tomer’s business. It is mighty hard to 
appreciate anything that costs nothing. 

“If a jobber is abreast of the times, 
it would be far better for the dealer to 
select his jobber and confine his pur- 


chases to .only those members that will | 
of such volume as | 
to entitle him to the best attention the | 


make his account 


CHARLES F. ROCKWELL 


jobber is capable of rendering—not 
only as to price, but also sales helps and 
financial backing in times of. strin- 
gency. . . 

“II. The large retailer is a man of 


| 


L. H. WEBER 





MARK LYONS 


accident generally. 
perior wisdom, but the fortunate cir- 
cumstances of his surroundings that 
place him in a position of superiority. 
The principle should apply to him ‘as 
well as to the small dealer, but the past 
has demonstrated that as soon as he 
reaches such a fortunate position, he is 
disposed to grow independent of his 
jobber, and to seek manufacturing con- 
nections. 

“Why? To get his goods cheaper in 
order to make a larger margin? 

“No, but in order to be able to sell 
them for less. 

“Are men making more money by 
this kind of buying and turnover? No 
it generally results in shelves over- 


C. H. IRELAND 


} 





JOHN DONNAN 


It is not his su-]| occupy the entire time of one or more 


men whom he now terms his buyers. 

“The men who fail are often large 
dealers who should never fail, if they 
had used sound judgment in keeping 
their sources of supply at the smallest 
number consistent with good service, 
equitable prices, quick turnover and 
financial stability. Not better buying 
but better selling is the need of the 
hour. 

“TIT. The smaller dealer’s only hope 
lies in restricting his purchases to the 
fewest possible sources of supply. I 
feel sure statistics will bear out the 


| assertion that there has never been a 


| failure when the retailer pursued this 


| crowded with goods that do not move. | 
Honest competition is far better for a | 


with bigger rents, more bookkeeping. | 


larger accounts payable and non-dis- 


| counting of bills, while an army of 


traveling men from multiplied houses 





PERSONNEL OF HARDWARE 
COUNCIL 


Comprised by représentatives of the 
four major hardware associations as 
indicated. 


American Hardware Manufacturers 
Association 


C. W. Asbury, Enterprise Mfg. Co. 

N. A. Gladding, E. C. Atkins & Co. 

Fayette R. Plumb, Fayette R. Plumb. Inc. 

M. J. Lacey, Pyrex Sales Division, Corn- 
ing Glass Works 

Charles F. Rockwell, Secretary-Treasurer 


National Hardware Association 
A. H. Nichols, Buhl Sons Co., President 
N. H. A. 
L. H. Weber, Geo. Worthington Co. 
George A. Fernley, Secretary-Treasurer 


Southern Hardware Jobbers Association 
Mark Lyons, McGowin-Lyons Hardware 
Cc 


0. 
Charles H. Ireland, Odell Hardware Co. 
John Donnan, Secretary-Treasurer 


National Retail Hardware Association 
R. J. Atkinson, Brooklyn, N. Y. 
H. R. Beatty, Clinton, Ill. 
R. O. Noojin, Attala, Ala. 
H. P. Sheets, Managing Director 


Officers of the Council are Chairman 
Asbury, Vice-Chairman Nichols and Sec- 
retary Sheets. 











policy. 
“ITV. The retailer of limited capital 
in centers that enable him to turn his 


| stock frequently depends for his salva- 
| tion upon a cash system, frequent pur- 
| chases from few houses and the elim- 


ination of bookkeeping and delivery 
expense. But even he will not succeed 


| with too many sources of supply. 


“V. The merchant in sparsely settled 
communities has a hard fate and lives 
on a rocky road. The proprietor must 


FAYETTE R. PLUMB 


be a man of all works, buyer, seller and 
general utility. 
“Of all men he can least afford to 
have a multiplicity of sources from 
(Continued on page 6°) 
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HE song is ended, but the memory lingers on.” 
It was a song of love, and love never dies. 

He loved his fellow men; his fellow men loved 

And so, as these lines are written, there is sorrow 


him. 
in the hearts of thousands of his fellow men, whose 


minds dwell sadly on the 


FRANK DREW 


By Llew S. Soule 


hardware jobbing house of T. James Fernley in Vhila- 
delphia. There he revealed his happy disposition and his 
healthy, joyous temperament. His fellow employees 
liked him instinctively, as did his employer. There he 
worked, played and did the homely everyday things 
which young men in hard- 
ware houses usually do. 








tragedy of his passing. |— 
Rich or poor, great or hum-_||®& 
ble, those who knew him in 
life now mourn for him in 
death. 

Yes; he loved his fellow 
men and their consolation 
lies in the knowledge that 
like Abou-Ben-Adhem the 
name of Frank Drew is 
written high on the pages of 
the Book of Gold. 

No man was better known 
in the field he served than 
Frank Drew; no man was 
more universally loved and 
respected; no man had a 
firmer grasp on the hearts 
of his friends. He possessed 
in a wonderful degree the 
spirit of friendliness. His 
eyes revealed it; his smile 
emphasized it; his handclasp 
cemented it. Wealth, posi- 
tion, power were things 
aside. His friendship was 
for men and not for the trap- 


FRANK 


2 











m8 Like many boys in similar 
positions, he cherished the 
ambition to sell merchandise 
on the road—to travel as a 
“Knight of the Grip.” With 
that end in view, he worked 
and studied and absorbed 
hardware knowledge.  Fi- 
nally came the great day 
when the head of the house 
called him into his office and 
told him he was to be given a 
salesman’s territory in the 
State of Maryland. 

And so he started out, with 
his catalog and samples as 
many other new and inexpe- 
rienced salesmen have started. 
He had his good and his lean 
days. He met merchants of 
all kinds, some who regarded 
traveling salesmen as friends 
and co-workers; others to 
whom they seemed but pests. 
To them all he brought a 
friendliness which could not 


DREW 


a 











long be denied. Soon he 





pings of life. The lowliest 
workmen in the great fac- 
tory he represented were as much his friends as were 
the leaders of industry and finance. 

The sudden tragedy of his passing seems all unreal. 
Only a few short days ago he was at the convention of 
manufacturers and wholesalers in Atlantic City—on the 
boardwalk; in the sessions; chatting with friends and 
associates in the hotel corridors. Everywhere we heard 
his cheery greeting, his kindly laughter and his keen 
optimistic comments. It is hard to realize that the kindly 
voice is stilled, the smile vanished, and the spirit gone to 
the Great Beyond. The very imprint of his personality 
makes his passing seem the more unreal. Memory con- 
jures life in our hearts and cheats the Angel of Death. 

While there are few, indeed, in the hardware industry 
to whom the name of Frank Drew is unfamiliar, yet 
there are perhaps some who knew but little of his early 
life and the rigid school of experience which fitted him 
for the responsibilities and honors of later life. They 
knew him after he had “arrived” with but littfe realiza- 
tion of the oftimes rugged road over which he had 
traveled to success. 

His was no ready-made fortune; no prearranged 
career. He started at the very bottom of the industrial 
ladder. His first job was that of stock clerk in the 


built up lasting friendships 
and substantial business in his allotted territory. 

And then T. James Fernley, who had other interests 
outside the wholesaling of hardware, gave up his jobbing 
business to devote his entire time and attention to the or- 
ganization and management of various trade associations. 

It was just at the time when our country was being 
drawn into the memorable war with Spain. Frank Drew 
enlisted, served with distinction and returned with the 
title of major. In that service to his country his natur- 
ally healthy body and his cheerful, happy disposition 
stood him in good stead. He carried to the very end 
the love and admiration of the brave boys who during 
those trying days were cheered and sustained by the 
sympathetic good nature and optimism of Major Frank 
Drew. 

At the close of the war he again resumed his life on 
the road. He became associated with the Winchester 
Repeating Arms Company as a traveling salesman. His 
daily work was like that of hundreds of other salesmen. 

3ut—he measured up to his opportunities. He was 
healthy, happy and industrious. He traveled far, con- 
tinually building friendships, business and good will, and 

his efforts were not without reward. 
(Continued on page 90) 
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CLERKS’ CONTEST 


Cash Awards of $100, $50 and $25 to Retail Hardware Salesmen 
for Best Letters on Subjects of Their Own Choosing 


EKALIZING that the hardware clerks of today are the hardware mer- 
chants of tomorrow, HarobwarE AGE is interested in obtaining the 
viewpoints of the men and women behind retail hardware counters. 
We want to know what they think about the hardware business; about 

their jobs; about the merchants for whom they work; about running a hardware 
store; about store meetings; about anything and everything that is of interest to 


retail hardware ‘salesmen. 


We are therefore offering cash awards for the three best letters, written by 
actual sales persons in retail hardware stores, along the lines suggested in the first 


paragraph. 


The grand prize will be $100 iin cash. 
The second prize, $50. 
The third prize, $25. 


The three winning letters will be published in Harpware Ace. If Harpware 
AGE decides to publish any of the letters submitted which have not won prizes, it 
will send the writers of such letters $5 for each letter so published. 





RULES OF THE CONTEST 


1. Each contestant must be an actual sales em- 
ployee in a retail hardware store. 

2. Each letter must be written by the sales em- 
ployee who submits it, without any outside assist- 
ance. 

3. Letters must be written on one side of the 
paper only. (Typewritten letters preferred, but 
not obligatory.) 

4. Letters will be judged on the basis of inter- 
est and the ideas expressed, and not on the basis 
of penmanship or grammar. 

5. Each contestant may submit as many letters 
as he wishes, but not more than one prize will 
be awarded to any one contestant. 

6. Contest opens November 8, 1928, and closes 
December 30, 1928. Awards will be made on or 
about January 15, 1929. 


' 7. All letters must bear the name and address 
of the contestant, and the store in which the con- 
testant is employed. (While we would prefer to 
publish letters identified by the writer’s name 
and store affiliation, this information will be 
withheld from publication if the contestant so 
specifies. ) 


8. The judges of the contest are: 
Llew S. Soule, Editor, Harpware AGE. 
Saunders Norvell, Contributing Editor, 
Harpware AGE. 
R. J. Atkinson, Past President, National 
Retail Hardware Association. 


9. All letters must be addressed to Clerks’ Con- 
test, Harpware Acr, 239 West 39th Street, 
New York City. 
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KATING, a healthful and de- 
lightful winter pastime, now 
invites all active members of the 
family. By being ready for this bs 
profitable trade when the red 
ball goes up the hardware mer- 
chant may gain many néw cus- 
tomers for his sporting goods 
department 
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Ball 








Means Skate Sales 


Skaters Are Watching for the Red Ball in Many Sections of the Country. It 


Is a Sign that the Ice Is ready for Skating. 


Is Your Stock of Skates on 


Display, Ready for the Big Day? If Not, You Will Miss a Large Portion 


REPAREDNESS is of prime importance in sell- 
ing ice skates. While days may be brisk and the 
weather freezing, a continued low temperature is 

needed before the red ball is displayed, showing that the 
ice is firm enough for skating. When this signal is 
shown, all else is forgotten. Boys and girls, men and 
women flock to the lake or pond for a few hours of ex- 
hilarating sport. 

There are some who have no skates. A growing boy 
may have outgrown last year’s skates, bought several 
years ago. Others may have broken their skates late in 
the season last year and there are still many in your 
community who have never owned a pair of ice skates. 
Where will all these people, who need ice skates secure 
them? At your store or down the block where, when 
the red ball was shown, there automatically appeared an 
eye-catching window display of skates and an attractive 
display within the store? 

You can, without undue effort, get your share of this 
profitable business. The first thing to be done is to take 
a tip from the Boy Scouts and “Be Prepared.” When 
that red ball is shown, have your stock of skates on dis- 
play; have several appealing show cards in view and 
mention skates to all customers. If you delay in getting 


of This Profitable Business 


your stock in condition, you will lose a good portion of 
this profitable business. If shipments have to be checked, 
assort the sizes and finally move the stock in the store 
to make room for the ice skates. When the skates are 
finally put on display, many logical customers will have 
bought elsewhere. One of our human traits is to “put 
off.” Very often people do not buy unless they are in 
need and then only after persuasion. There are some 
exceptions. Manufacturers and distributors of winter 
clothing, fuel and heating appliances have educated the 
public to “be prepared” for the cold months ahead. As 
a result, winter overcoats are bought in September, coal 
in June and stoves and furnaces throughout the year. 
People may be educated to buy skates in advance of 
skating instead of waiting until they see the red ball 
and then flock to the nearest store where skates are on 
display. 

The new and compact “hockey” skates and the light 
and attractive “tubes” are in universal favor. With the 
introduction of the lighter skate, the elimination of 
clamps, guards, etc., brought about the skate-and-shoe 
combination, now being sold throughout the country, in 
addition to the clamp skate. (Continued on page 88) 
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Organized Winter Sports 
Boost Your Sales 


Hardware Dealers Can Profit by Sponsoring Winter 


Sports Carnivals in Their Communities. 


Publicity 


and Prestige Will Come to the Dealer Who Helps to 


OMPETI- 
& TION is al- 
ways keen and 
great rivalry exists 
among boys and girls 
who. are winter 
sports enthusiasts. 
The retail hardware 
dealer selling ice 
skates, skiis and to- 
boggans can stimu- 
late the sale of these 
products, establish a 
strong good-will for 
himself and create a 
friendly liking for 
his store by sponsor- 
ing a Winter Sports 
. Carnival for his 
: community. 
One boy says that he can skate faster than his com- 
Another claims that his sled will take the turn 


panion. 
These are serious chal- 


at the bottom of the steep hill. 
lenges and are usually answered by a race. This friendly 
competition is very serious with the young folk. It is 
a safe bet that they would hold in high esteem any man 
who would arrange to have them play for prizes! 

The hardware dealer who takes these impromptu races, 
brings them out where they will be seen, enjoyed by all 
and appreciated, will actually be doing his community a 
“good turn.” 

It is not necessary to devote a great deal of time to the 
arrangements for an event of this sort. Make it a com- 
munity proposition and have your community working 
for it, eager for the outecome—incidentally working for 
you. The dealer must originate the plan, start the ball 
of enthusiasm rolling and act as the sponsor, but the 
carnival must be run as a community proposition, if full 
henefit is to be received by the dealer and his community. 


Arouse Community Interest 


Since no two dealers or communities have the same 
local conditions, it is impossible to lay down a definite 
plan. It might be advisable to ask several leading citi- 
zens of the community to act as the committee of ar- 
rangements. They could be supplemented by the com- 
munity’s Director of Recreation, Playground Director, 
Commissioner of Parks and Playgrounds or any other 
person interested in recreation and in young people. 

Few people will refuse to help the boys and girls, and 
the selection of a committee ought not to be a difficult 
task. The necessary permission from the civic authori- 
ties will be secured by this group, who will also draft the 
rules and regulations and supervise the awards. Segre- 
gation of contestants can be either by age or height. 
Sixteen years is a good dividing point for age. 


Secure High School Support 


As high school support is vitally necessary for the 
success of the event—and, incidentally, very helpful to 
any dealer’s business—invite several teachers who are 
interested in sports to act as officials of the carnival. 
This action will give an official touch, prevent any thought 
of partiality and tie up this important teen-age buying 
group with their enthusiasm to the carnival. Plan several 
races open only to high school students. They are a 
valuable asset and will help in promoting the news of 
the carnival throughout the community. 

The choice of events rests solely on local conditions. 
If the community has a pond, a lake or a river, there are 
innumerable skating events such as a skateless race, a 
one-skate race, a three-legged skating race, ice tennis, 
100-yard dash and back-skate race. 

There are many ways of making winter sports more 
popular without special equipment and with very little 
expense. Skating contests can be easily arranged, in- 
cluding single, double and mixed double races for both 
speed and form. Fancy skating and games, such as 
hockey, might be included. Snowman contests between 
selected groups of youngsters will develop their enthu- 




















—_— 


siasm, and snowball fights are entered into with spirit 
by both boys and girls. There should be rules regulating 
the kind and number of snowballs, the size of the forts 
and the whole battle should be carried out as far as pos- 
sible along the lines of real warfare. 

Communities having no adequate skating pond, have 
built rinks in streets, measuring the street width—about 
40 feet by 150 feet. Tobogganing races, skii races anc 
sled races are thrilling sport and create an unusual 
amount of interest. A carnival masquerade, to be par- 
ticipated in by all in fancy costume, would be a fitting 
climax to any day of winter sports. 

Prizes, always cherished by the younger element, 
whether they be ribbon awards, medals or merchandise, 
can be secured by donation or subscription. The entry 
blanks, which should be free, will be distributed from 
the dealer’s store. As hundreds will come into the store 
for these blanks, the merchant should have as much 
winter sports equipment on display as possible, for there 
will be many boys and girls who will need a new sled or 
a new pair of skates to use in the carnival. 

In addition to securing the cooperation of the local 
supervisor of recreation or park board, as the case may 
be, it will be found that newspapers will gladly cooperate 
in providing publicity for the event. The daily press 
realizes that these young folk are just as valuable to 
them as future readers and advertisers, as they are to the 
retail dealer as future customers. A conference with the 
publisher of your local newspaper will be of mutual 
value. Posters in all public places, backed by photo- 
graphs of well-known skaters, skii jumpers and college 
hockey teams displayed in your store window will add 
to general interest in the event. In fact, photographs of 
this sort make a good window display even if there is 
no carnival in your community. 


Sponsor Keeps Committee Working For Carnival 


Mentioning all of these details in a short space would 
indicate much work in connection with such an 
event, but really there is not. The chief duty of the 









Down the incline, picking up speed every sec- 
ond, glides the ski jumper. He strikes the 
take-off and then sails out—above the heads 
of the interested crowd. His next problem is 
to make a landing without a “spill” 
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sponsor will be to keep his committee working toward the 
main objective. ‘There will be plenty of volunteer work- 
ers and planners, and the reputation of sponsoring such 
an event will bring much credit to the merchant who 
starts it. In fact, many annual festivals or carnivals in 
communities have grown out of just such efforts. 

While the proposal here is for a children’s carnival, it 
is easy to promote adult competition with it. The com- 
petitive spirit is alive in men and women as well as 
children. There is never a lack of competitors when a 
contest program is provided, with a suitable award. The 
value of the award has little to do with the success. A 
succession of such events is almost a guarantee that in 
the near future the city park department will provide 
facilities for such contests. 

Newspapers everywhere are keen to the opportunities 
of such events. Editors are fully aware of the in- 
terest in contests of all kinds. The World, a New York 
City newspaper, has for many years taken an active in- 
terest in the promotion of contests for boys and girls of 
that city. Thomas Orr, in charge of this work, has spent 
many years in arranging roller skating races, pushmobile 
and scooter races, jacks tournaments, swimming and 
diving contests, as well as all other contests in which 
boys and girls are interested. Mr. Orr will be glad to 
help any retail dealer sponsor such events in his com- 
munity. Letters may be sent to Mr. Orr, care of The 
World. 


Information Available 


The Playground and Recreation Association of Amer- 
ica, 315 Fourth Avenue, New York City, has many 
booklets and other printed matter on hand regarding 
winter sports. If a dealer decides to get behind a car- 


nival, it would be well for him to communicate with 
both The World and the Playground Association, for 
they can furnish invaluable help. 
“It Pays To Play.” 


Remember the slogan, 


A group of ardent skaters is shown below. These boys gather at a 
nearby rink daily after school or work to enjoy several hours of 


racing and hockey 
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At 8 o’clock he called 
me up reporting a big 
sale up to that hour 


IX years ago Carl Zahner missed the family Christ- 
S mas Eve party at the home of K. W. Zahner, in 

Kansas City, but, by sticking in the store, he not 
only turned what seemed to be a sorry defeat into a 
victory, but he laid the foundation for the holiday trade 
that runs in excess of $40,000 a year. Let K. W. Zah- 
ner tell the story: 

“Six years ago my brother Carl suggested that a 
Christmas toy display and campaign in this store would 
prove profitable. 

“He said that he had been thinking about the matter 
for some time and had been doing some figuring. I 
asked him how much money he wanted to put into it, 
and he said $10,000. Carl is a younger member of the 
firm and family, and I was a bit afraid he was given to 
enthusiasms. 

“However, after some consideration I told him to go 
ahead. I advised him to go to Chicago, look over the 
toy lines carefully, steep himself in toys, so to speak, 
and then buy with his eyes open. 

“He did this. He spent a week or so studying the 
offerings, and finally made his purchases. He invested 
only $6,000, keeping well within the limit he had set 
for himself. 

“That was six years ago. We displayed the toys on 
the first floor, as we do now, putting on a two weeks’ 
campaign, where we now put on a campaign lasting a 
month or five weeks. 

“The two weeks’ display and selling campaign dragged 
along, and it looked as if we were stuck, and it*seemed 
to me that we were paying for some costly information 
in the matter of handling toys in a hardware store. 

“The last three or four days of the Christmas buying 
season moved some of them, perhaps one-third, and the 
last day of the pre-Christmas season arrived with about 
$4,000 worth of the toys still on display in our store. 

“Carl was worried, but still had the fighting spirit and 
faith in his idea. That night, as usual, I was giving a 
party for all the members of the Zahner family. Carl 
refused to attend, and with part of the store force 
stayed with the ship, in order to sell as many of the 
toys as possible and prevent a total toy catastrophe. 

“At 8 o'clock he called me up, reporting a big sale up 
to that hour. At 9 o’clock he called again and reported 
almost $1,000 more sales. I asked him to leave the 
store and come to the party, but he refused. 


The First Toy 
Christmas Eve 
at Zahners’ 


Carl Zahner Missed the Family Party but He 
Laid the Foundation for a $40,000 
Annual Holiday Business 


“He called me at intervals from then on, and each 
call told of growing sales. He and the men with him 
were working like beavers. By midnight they had cleaned 
out the entire stock and had made a good profit on the 
lot. Carl’s faith had been vindicated, but it took a lot 
of real work on that last day to do the vindicating. Carl 
missed most of the family party, but he had proved that 
toys can be made a headliner in a hardware store. 

“That was six years ago, and today toys are our big- 
gest seller during the Christmas season. We invest, con- 
servatively speaking, $20,000 in toys each pre-Christmas 
season, and sell, including our regular gift lines, which 
move right along with toys, about $40,000 worth of gift 
merchandise during the holiday month. 

“Our system is like this: After Thanksgiving we clear 
out all the merchandise on the first floor, except the small 
electrical appliances which make fine gifts; the better 
cutlery lines and the wall display of tools and small 
hardware on the north wall, as these lines make appro- 
priate Christmas gifts for men. The whole first floor, 
with these exceptions, is devoted to toys. Added to these 
lines are fancy clocks, chinaware and like merchandise 
which make appropriate gifts for older people, and are 
decorative. 

“In short, the whole floor is converted into a display 
of gift material, built around a $20,000 stock of toys. 
The toy display brings in the youngsters and they bring 
the parents. When the toys are purchased the gifts for 
grown-ups come in for attention and are secondary pur- 
chases. The plan works like a house afire, and I never 
tire of discussing it. 

“The sale of additional lines for grown-ups run our 
total sales up to $40,000, which we consider most sat- 
isfactory. 

“Of course, our whole thought, advertising and energy 
is devoted to cleaning out the entire stock of toys, be- 
cause styles in toys change, and this year’s ‘rage,’ either 
for boys or girls, may be dead as a door nail next year. 
We clean out the entire stock of toys each year, but the 
other lines—electrical lines, cutlery, china and tools— 
are not necessarily pushed so hard, because they are staple 
merchandise, and are just as salable as ever right through 
the year. 

“One point we use profitably in selling toys may be 
of special interest to the trade. It is successful and 

(Continued on page 88) 
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Window Displays Especially Effective at This Season 


There is a wealth of human appeal in the right window displays at this 
season. People who will ignore utility displays will stop, look and com- 
ment and perhaps even buy from exhibitions of man and boy playthings. 
And it must be remembered that women and girls are sharing this former 
masculine equipment. 

The touch of romance and wild life that goes with guns, ammunition 
and hunting accessories never fails to interest. 

The universal love of children and the backward flip of memory serve 
to halt the adult in front of a toy window. 
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Toys Justify 
Extensive Advertising 


and Display 


Pickering Hardware Co. Finds Wheel Goods and Outdoor 
Sporting Goods Favorites, But Sells a Full Line 


HROUGH experience with a complete line of toys, the Picker- 

I ing Hardware Co. has found that returns will justify exten- 

sive advertising and window display at the Christmas season. 

The advertisement reproduced here occupied full four columns of 
space in one of the leading Cincinnati evening newspapers and was 
published at a time when gift buyers had reached the stage where 
they were considering specific items and prices for their purchases. 
That is the justification of so many item descriptions with cuts and 
prices. The idea behind the advertisement is to give the reader as 
complete as possible appreciation of the merchandise. 

The show window display is a late Christmas season window— 
that period when people will stop in front of it and look, saying to 
themselves : 

“That wagon is just the thing for Jerry and it looks substantial ; 
May wants a sled and there is a good one, looks speedy ; both of the 
children should have indoor games for cold, wet evenings; and of 
course I have to buy either the erector or the electric train for Bob. 
We have been promising him that since early fall.” 

The window display is inexpensive and easily made. Nothing 
elaborate and last season it proved its stopping power. People did 
stop, look and come into the store and buy. It is surprising how 
many samples of holiday stock can be placed on view in a window 
without the appearance of confusion. 

The Christmas effect began with the floor. Cotton, well sprinkled 
with snow dust provided for that. Then came the wheel goods, 
which are best displayed on a floor. 

The Christmas tree, trimmed with cotton and silver tinsel, is more 
or less conventional but no window display is complete without one, 
be it large or small. A few wreaths and some of the small colored 

(Continued on page 92) 

















HARDWARE AGE for NOVEMBER 8, 1928 














vacation country has a job cut out for him. There 

are great sales possibilities with the summer resi- 
dents but the question is how to get to them and how 
to keep intact during the winter the staff required to 
handle the business during the summer. 

Edward Kocher, presi- 
dent of the West Bend 
Hardware Co. of West 
Bend, Wis., a town of 
3500, has moved toward 
the solution of the prob- 
lem by establishing an 
excellent reputation for 
the boats the store staff 
builds during the winter. 

Each fall the company 
puts on a campaign for 
boat orders, the craft to 
be delivered when the 
cottages are opened in 
the spring. “Several of 
us are rather handy when 
it comes to making boats 
and we usually get quite 
a number of orders. If 
we have a few boats un- 
sold in the spring, we put 
on a sale and we find we 
can move what are left,” 
Mr. Kocher explained. 

“We deliver these boats at the water-front of the 
cottagers on the lakes or rivers in this district,” he con- 
tinued, “and that means a good deal. If the cottager 


: HARDWARE merchant in the heart cf a popular 
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This is the type of sturdy vacation boat built by the West Bend Hardware Co. 





The West Bend Hardware Co. occupies these small premises in the heart of a 
popular vacation country. Below: The resort hotel at Cedar Lake, near West 
Bend, and some of the boats 


Winter Boats 
bring 
Summer Sales 


Sturdy Craft Brings Hardware 
Company to Attention of Va- 
cationists and Cottage Owners 





buys his boat outside, he then has the problem of 
getting it delivered, and boats are not easily handled 
from a railroad station 12 miles away.” 

This call to deliver a boat as soon as the cottage is 
opened in the spring means a good deal. The man who 
delivers it has an opportunity to meet the cottager a 

the time the place is be- 
ing opened and repairs 
and getting settled for 
the summer are under 
consideration. There 
are many needs, and the 
representative of the 
store has an opportunity 
to talk over these needs, 
indicate which of them 
the West Bend Hard- 
ware Co. can supply and 
dliscuss costs. 

As the store conducts 
a general hardware busi- 
ness in the widest sense, 
including heating equip- 
ment, tinsmith work, 
"plumbing, electrical sup- 
plies and appliances, the 
suggestions made to the 
interested cottage owner 
can cover. many of his 
needs. 

Then are the suggestions left for later consideration. 
Experience has shown that few cottagers or vacationists 
bring enough fishing tackle and the idea that the store 
has an excellent line of this equipment selected for local 
waters is left with the newcomer. Also nearly every 
cottager buys other sporting goods during the season. 
Cottage life means all sorts of outdoor sport for young 
and old. 

The standard boat is a $40 rowboat, which has proved 
entirely satisfactory for use in nearby waters. In recent 
years, quite a number of specially designed boats have 
been built on order for cottage owners who regard their 
boats as they do their automobiles—a new model each 
season. 

The boats are made the basis of the advertising di- 
rected to the cottagers. It is the one point about spend- 
ing a few months on the bank of a lake or river that 
(Continued on page 92) 
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Loederer’s Movie Book 


Loederer’s Movie Book, a new type of 
toy for young children, has recently been 
introduced by the Durable Toy & Novelty 
Co., 220 Fourth Avenue, New York City. 

The movie book can be called a “minia- 


LOEDERER’S 


MOVIE BOOK 


ture” movie. The case is fashioned like a 
book having a window opening in the top 
cover which is the movie screen. By 
turning a small handle in the side of the 
book a reel starts to rotate, displaying a 
series of related pictures which pass 
across the screen. The reel can be re- 
moved. Two reels are furnished—one an 


me LOEDERER® 
* MOVIE 
BOOK 


PATENTED 1028 


attractively illustrated alphabet and the 
other an instructive “Story of America.” 
These reels are lithographed in bright, at- 
tractive colors. 

It is also possible to cut out the comic 
section of newspapers, paste the pictures 
together and use them on a reserve spindle 
which comes with the book. 

The Movie Book is covered with imita- 
tion leather paper. Extra reels can be se- 
cured if desired. 


Metalcraft’s New Toys 


Among the newer toys now on the mar- 
ket is the Ace No. 2 Zeppelin Construction 
Set, manufactured by the Metalcraft 


Corp., 4215 Clayton Avenue, St. Louis, 
Mo. 

With this set can be constructed almost 
any known type of dirigible, such as the 
famous R-100 or the Graf Zeppelin, which 
recently visited this country. The parts 
are easy to put together and the finished 
products are very realistic. 

The company has also placed on the 





market the “Spirit of St. Louis” hangar. 
This building is made of rustproof gal- 
vantized iron, the same material and finish 
as used in the regular airplane hangars. 
The toy “Spirit of St. Louis” plane, built 


from parts which the company manufac- 
tures, can be housed in this hangar. It 
is 14 in. wide, 1014 in. long and 6% in. high. 


Remington’s New Air Rifle 


The Remington Arms Co., Inc., 25 
Broadway, New York City, announces 
that it will have a new air rifle on the 
market in time for the coming Christmas 
trade. This new Remington 50-Shot Re- 
peater, Model 26, is built along the same 


lines as a .22 caliber repeating rifle. The 
stock and fore end are of walnut with 
pistol grip. There are no bars or levers 
that stick out of the frame. An important 
feature of this product is a safety device. 
After cocking, when the fore-end is moved 
rearward, the safety is automatically put 
on. It cannot be cocked until the trigger 
is released after each shot, nor can the 
rifle be fired unless the fore-end is held 
as far forward as it will go. The action 
is said to be smooth and the weight to be 
nicely balanced. Both front and rear sights 
are on the barrel, so that they cannot get 
out of line. 





Two New South Bend Products 


Several new items have been added to 
the fishing tackle line manufactured by the 
South Bend Bait Ge, High Street, South 
Bend, Ind. 

The new Teas-Oreno lure is furnished 
in sufficient variety of colors to work well 
in all waters. It has a crawling, wig- 
gling, lifelike motion on the surface of 
the water. It is said to be the right size 


and weight to insure accurate casting. The 
body length is 4% in. overall and the 
weight approximately 3 oz. The head 
plate is silvery chromium finished. Packed 
singly, one dozen to a container and also 
on an easel display card. 

The new South Bend jointed steel rod 
No. 102 meets the demand of the angler 
who wishes a rod with the well-known 











patented locking features at a reasonable 
price. It comes in three sections and can 
be quickly assembled with all guides in 
perfect alignment. This rod is supplied 
with forward grip, finger hook and gen- 
uine Mildrum Garnix mountings. Lengths 
from 3 to 5% ft., weighing from 5 to 7 
oz., depending on size. 





The Hornby Mechanical Trains 


The Meccano Co., Inc., Elizabeth, N. J., 
is manufacturing a complete line of me- 
chanical trains under the trade name of 
Hornby. These mechanical trains now 
include a new freight train set, a wide 
range of box, caboose and tank cars, pas- 


senger trains and many accessories. 
The train illustrated, Hornby passenger 
train M1, has a locomotive made of 


and cab and a high powered spring motor. 
It is beautifully lithographed in color and 
measures 634 in. long. The tender is also 
made of pressed steel, lithographed and 
embossed to represent a real tender. The 
cars are accurately proportioned and fin- 


ished in attractive colors. The track is 
made of heavy metal, rigidly constructed 
so that each section joins easily and ac- 
curately. Straight track, curved, cress 


pressed steel. There is a one-piece boiler | overs and switches can be secured. 
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‘Be Sure Your Advertising 
Speaks for Your Store 


Reflect Store Identity and Let the Other Fellow 


«6(NHOULD the hardware store pay any attention to 
the newspaper advertising of its competitors?” 
This is a timely query, and there are two ways to 

answer it. . 

First, yes, for the reason that if your store is one of 
five serving the same population, you must consider that 
after a certain amount of daily volume is reached every 
cent of business is contested for by all five stores. In 
other words, if your daily volume is $225, for example, 
$75 must be viewed as competitive business—belonging 
to whoever gets it first; that is, gets the customer’s at- 
tention first and best. 

The reason for this is that on the average, day in and 
day out, one third of all local sales are shopping sales, 
those bought without previous decision on the customer’s 
part. Large items, such as stoves, ice chests, electric 
refrigerators and large and electric cooking utensils 
are bought after some deliberation. And the customer 
is likely, although not always by any means, to buy them 
where she buys the bulk of her housewares. But smaller 
utilities are likely to be purchased on impulse, when the 
purchaser is in front of “a good place to buy.” This 
“place” may be your store or one of your direct com- 
petitors or a store in no sense a hardware store but 
carrying hardware lines. Many drug stores carry elec- 
trical goods, for example; furniture stores carry kitchen 
utensils and department stores carry large stocks of 
several divisions of kitchen, hardware and housewares. 
These stores are indirect competitors. 

Hardware merchants should watch competitors’ ad to 
see what is being featured. That is plain, common 
sense. And it is perfectly legitimate to keep informed 





HOW TO STUDY OTHER 
STORES’ ADVERTISING 


Count the number of items your competitors 
run in each day’s space. Compare this with your 
items and space. Notice what type of values the 
day’s selection represents. Try to better the other 
fellow’s methods—not his prices or bargains. 

Maybe the other store’s ads look better than 
yours. Neater, easier to read, better cuts and 
layout. Don’t imitate him; develop a better style 
for your own ads. Does the opponent’s advertis- 
ing look better because of what he does or how 
he does it? 

Do not increase your space per ad or your 
schedule of insertions because a competitor uses 
more space than you use. Big space is no sign of 
big returns. Good advertising draws no matter 
what the size. 














Reflect His in His Ads. 


By Guy Hubbart 








HOW TO STUDY YOUR 
OWN ADVERTISING 


Check up on the items you have featured for 
a month. Do the advertised items sell fast? Do 
non-advertised items increase in sales after an 
ad is run? If not try other items. 

What kind of values do your advertised items 
represent? Price-cut bargains? Or real values for 
the money? Do reduced price items represent 
profitable selling? 

Check up on the number of transactions for 
days following an ad and for days when no ad 
was used. How do they compare? Do the same 
with unit sales. Are they higher or lower? 











on what the other fellow is doing, just as he watches 
what you do. 

But it is poor business to copy after him. If he comes 
out with a cut price sale on coal scuttles or watering cans, 
it is unprofitable to follow with a like sale or one on a 
similar article. The store that does this is merely paying 
part of this competitor’s advertising bill. 

Let the other stores advertise what and when and 
how they wish. Advertise yours to fit your goods, ser- 
vice and reputation. 

There is one good rule, however, to follow if you 
believe in the use and value of consistent newspaper ad- 
vertising. It is stated as Advertising Rule No. 6 for 
Hardware Stores: 

Count the number of items featured in ads by your 
competitors and divide by five, if there’are five hard- 
ware stores. Use the answer in merchandising your 
own space. 

This Way: 

Watch This Week. 

If one of the stores advertises today and features 14 
items, another advertises tomorrow featuring 16 and the 
other three, including your ad, featured 10 items during 
the week, add them up. The total number of items 
featured by all this week is then 60 items; one-fifth of 
60 items is 12 items. 

If you run three ads next week, try to average 12 
items per ad. That will be 36 items for the week. Ad- 
vertise your best values in all three price levels; that is, 
large unit prices, medium unit prices and small unit 
prices. This keeps up your competition and still adver- 
tises your store and your goods. 

This rule does not hold good in big cities over 60,000 
population. It best fits cities of 20,000 to 40,000 in- 
(Continued on page 91) 
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EARS ago, when I was a traveling salesman, I 

knew a lot of retail hardware clerks. They were 

my friends. After business hours we would often 
meet and talk to each other about all the things that 
interested us. Many of these clerks have since become 
proprietors of hardware stores. Many became travel- 
ing salesmen. Some of them today are executives in 
jobbing houses, while others have gone with manufac- 
turers. 

Every now and then one of these old-time clerks drop 
in to see me. Every now and then I receive a letter 
from one of them like Harvey Brady, who conducts a 
successful hardware business in Jacksonville, Illinois. 
Harvey and | were clerks together. We worked together 
in the cellar. We had an organization in those days 
called “The Sons of Rest.” Dancing all night some- 
times sapped even our vitality. The next day we were 
weary, so we took an axe and made a nice little nest on 
top of the screw cases, next to the ceiling of the cellar. 
Here one of us would rest while the others watched. 
Of course, I shouldn’t confess this, but such things hap- 
pened in my young unregenerate days. 

Now, Harvey would never climb up into the nest. 
He was always conscientious. Harvey always worked. 
I will bet today he is just as conscientious in Jacksonville 
as he was in those old days in the cellar. It has been my 
experience in life that human nature never changes. I 
believe the real conscientious boy makes a conscientious 
man ; and possibly even today, if I had a chance, I would 
climb up and take a quiet snooze during business hours 
among the gunny sacks. Who knows? Yes; once upon 
a time I knew clerks. 

Then years later, after I had traveled about ten years, 
I hired clerks and turned them into traveling salesmen. 
In making salesmen, I always had a strong leaning 
toward small-town clerks. Most of these people who 
lived in small towns, at least in my early days, were 
poor. They were accustomed to rising early in the 
morning. They might drink coffee, but if you asked 
them to have café au lait they would not know what 
you meant! In other words, young fellows brought up 
in small towns were unspoiled by the world. They did 
not expect too much. But, of course, it may be different 
now. 


Little Change in Human Nature 


The time when I knew clerks well was before the 
days of automobiles and hip flasks. In those days we 
drove buggies and wrapped the reins around the whip. 
Possibly human nature hasn’t changed very much. I 
don’t believe it does. I think the boy who used to save 
his money and hire a buggy from the livery stable for 
$1.50 to take his best girl to a dance is not much different 
from the young fellow of today who calls in his motor 
car. We cover the ground a little faster but I do not 
think our thoughts, our ambitions or our aspirations 
are very different. 

Then as the years slipped by and time passed, in a 
very large measure I have lost my contact with hard- 
ware clerks. I meet manufacturers, iobbers, retail mer- 
chants and traveling salesmen, but it is a long, long time 


The Retail Hardware Clerk 


By Saunders Norvell 





since I have had a good offhand, confidential chat with a 
retail clerk. In my work these days as a manufacturer 
and as a near editor, I correspond with all kinds of 
people. It is surprising where my mail comes from. 

The other day in the same mail I had one letter from 
Honolulu and another from Hilo. Somebody in Teheran, 
Persia, sent me some money for an article they saw 
advertised in a magazine. This money consisted of a 
$10 Confederate bill of the date of 1862, printed in 
Richmond, one $1 bill of a recent vintage and a collec- 
tion of trading stamps from the United Cigar Stores. 
The ietter accompanying this conglomeration of secu- 
rities was written in Persian, but I had it translated, 
found out what the gentleman wanted and sent him the 
goods. He has not acknowledged receipt of them, but 
as there has been no complaint and as he has not written 
to send his money back I presume the goods arrived. 


Letters from Far Corners 


It is a common thing for me to receive letters from 
Australia, the home of the kangaroos and little bears. 
I also hear from New Zealand, the home of the Maoris, 
and last, but not least, every now and then some sten- 
ographer decides to sit down at her machine and tell 
me just what she thinks about some of my articles. 

Then to cap the climax, the other day I received a 
letter from Norway. When I saw the envelope and the 
stamp I wondered whom I knew in Norway. When I 
opened the letter it was an invitation to send money to 
a certain firm to buy tickets in the Norwegian National 
Lottery, but what made me suspicious about the invita- 
tion was the suggestion not to use the Post Office De- 
partment for sending the money but to send by bank 
check or American Express. I wonder why this gentle- 
man in Norway did not wish me to remit to him by mail. 
Something phoney about that! So I just mailed his in- 
Vitation to the postmaster in New York and, as a result, 
there may be international complications ! 

But in all the correspondence I have from week to 
week I never hear from a hardware clerk. What is the 
matter? Possibly hardware clerks haven’t time to read 
my articles. That would be a shame! Possibly if they 
do read them they are not interested. Is it possible that 
I have lost touch with my old friends, the hardware 
clerks of the country? 

The other day the editor of the Harpwarp AGE 
came down to have luncheon with me at the Whitehall 
Club. I asked him if they received many letters from 
hardware clerks, and after thinking the matter over he 
decided that letters from hardware clerks were not re- 
ceived in the same proportion as those from other factors 
in distribution. 

I have taken the time and trouble to inquire of editors 
of other publications if they ever heard from clerks and 
when they have stopped to think they have expressed 
their surprise that hardware clerks seldom seem to write. 

This is a curious situation. I estimate that there are 
about 100,000 retail hardware clerks in this country. 
Now, one would imagine that occasionally one of these 
clerks would write a letter to a trade paper on some 
sub‘ect. How many such letters do you ever see im 
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trade papers? Proprietors write frequently, but the 
hardware retail clerk seldom. 

So I said to Mr. Soule, “Wouldn’t it be interesting 
to know just what the hardware clerk of today is think- 
ing about? Is he satisfied with his job or not? Is he 
well off or not? What does the retail hardware clerk 
think about his boss? Is he satisfied with his boss? Is 
the retail hardware clerk encouraged? Does the average 
traveling salesman ever take the time and trouble to get 
the retail clerks together and instruct them on his line 
of goods? Would the boss of a shop let the salesman 
do this, even if he wanted to?” Personally, I would 
like to know what the retail clerks think of their bosses. 

I remember years ago, when I wrote the Gimlet, I 
dedicated this publication to the retail hardware clerks. 
In those far away days I did occasionally hear from 
clerks. Those were the days when I was hiring clerks 
and turning them into traveling salesmen. What has 
become of the clerk since then? Has he lost his voice? 
Has he mislaid his fountain pen? If he has grievances, 
doesn’t he ever air them? 

The hardware dealers of tomorrow, of course, are the 
hardware clerks of today. Is our present system of 
business preparing retail clerks of today to be the pro- 
prietors of tomorrow? Is any one anywhere looking for 
genius among hardware clerks? Plato said that genius 
was the greatest asset of any state. According to the 
system outlined by Plato for his New Republic, the 
greatest object of the state would be to first find genius 
and then develop genius. 

How many mute Miltons are today working in the 
hardware stores? How many jewels are lost and buried 
in the ocean of hardware? How many hardware clerks 
are wasting their fragrance on the desert air of a hard- 
ware store? Of course, you will smile when I refer 
to the fragrance of a hardware clerk, but I will ask 
you to remember that I am referring to that quotation 
where “many a flower is born to blush unseen and waste 
its fragrance on the desert air.” I wonder how many 
clerks know where to find that quotation? The next 
line is something about “Full many a gem of purest ray 
serene, the dark unfathomed caves of ocean bear.” 

Mr. Soule and I talked all through a long luncheon 
hour about hardware clerks. As we talked we could 
look out of the windows of the Club and see the great 
steamers coming and going in the New York harbor. 
You know, on these scientific ships that go out to inves- 
tigate life that is living in the cold and darkness at the 
bottom of the ocean, they let down a sort of dredge. 
This is attached to the ship by a wire, sometimes several 
miles in length. This wire is rolled. The dredge goes 
from the top to the bottom, and then sometimes very 
curious sea animals are revealed. Some of the fish that 
live at the bottom of the ocean are so much accustomed 
to the high pressure of the water at that great depth that 
when they are brought to the surface they just explode. 
4 7 therefore difficult to get a perfect specimen of these 

sh. 


Opinions from Hardware Clerks 


So with this scientific idea of exploring the ocean 
bottom, I wondered what kind of a dredge we could 
throw out to catch the thoughts of a cross-section of the 
hardware clerks of this country. After several plans 
were suggested and dismissed I proposed, just to stir 
up a little excitement, that we offer three prizes for 
essays from hardware clerks; these essays to be pub- 
lished either with the name of the clerk or anonymously, 
as the clerk requests. What we would like would be 
for the clerk to tell about his life as a hardware clerk, 


about his town, what he thinks about running a hard- 
ware store, about fraveling salesmen, about jobbers, about 
the mail-order-house question or anything else that in- 
terests him. 

We will make hardware clerks of the country the fol- 
lowing proposition: We will offer a prize of $100 for the 
best essay; $50 for the second and $25 for the third. 
The only conditions are that these essays must be 
written by active hardware clerks in retail hardware 
stores. Each clerk must write in his own language, 
without any outside assistance. We want these essays 
to be natural. We want these articles to come from 
employees, young fellows who are working on a salary. 


Letters Must Be In By December 30th 


All letters must be in by December 30. Send your 
articles addressed to “Clerk’s Contest,” HARDWARE 
Ace, 239 West Thirty-ninth Street, New York City. 
Mr. Soule and the writer will then appoint a committee 
to read the essays that are received and award the prizes. 
This award will be made, say, about January 15, so 
that the successful clerks will receive something to start 
them out well on the new year. 

It must also be understood that the three winning 
essays are to be published in THE Harpware Ace. If 
we decide to publish any other letters from hardware 
clerks which are interesting, we will be glad to send the 
writer of such letters $5 for each that is published. 

Now, gentleman, what we want are not fine, scholarly 
letters. We don’t want you to swallow the encyclopedia 
or the dictionary and then sit down and write us. What 
we want to know about is the actual lives and habits of 
retail hardware clerks. If there are things which you 
think should be included in HArpware Ace, the Con- 
tributing Editor will be delighted to have you write and 
say so. If there are portions of it which are not inter- 
esting to you as a clerk, tell us why. If you have occa- 
sionally read some of my articles, and if you don’t like 
these articles, tell us why you don’t like them. We 
would like to have the retail hardware clerk’s angle on 
the kind of stuff we write from week to week. 

Of course, be careful if you send us a large manu- 
script to put enough postage on the envelope. We don't 
want to go broke paying extra postage. If you know 
how to operate a typewriter, or if you can get a sten- 
ographer in her spare moments to take down your 
article, or write it out, so much the better; but if you do 
not use a machine yourself and have no lady stenog- 
rapher friend, then write your article by longhand and 
the Committe of Awards will struggle with your chir- 
ography; but please write only on one side of a sheet, 
and also be careful to give us your correct name and 
address. 


May Write Anonymously 


Of course, if you wish to write anonymously, that is 
all right, too; but, naturally, we would have some dif- 
ficulty in awarding a prize to an anonymous correspon- 
dent. If, however, you give us your real name and re- 
quest us to keep your communication confidential, your 
request will be very carefully respected. 

A little later on in these articles the writer looks for- 
ward to the pleasure of writing an article on the sub- 
ject of stenographers. I have a great deal to say on 
that subject. 

The other day I read a book called “The Hunger 
Fighters.” It is a most remarkable book. This book 
describes the life of men who have been healthy farmers, 
developing wheat and other crops. Some of these men 


(Continued on page 89) 





HARDWARE AGE for NOVEMBER 8, 1928 








The Boys in the Store 


An Address to the New York Hardware Boosters, Saturday, October 27, by 


John B. Foley, Secretary New York State Retail Hardware Association 


tail endeavor in which the success 

or failure of the owner is as in- 
timately interwoven with his relations 
with his employees as our hardware 
trade. Hardware requires both intelli- 
gence and technical knowledge. This 
applies, of course, to the owners of the 
stores as well as to the men who work 
for them—but it is particularly true of 
those employees who are entrusted with 
the filling of orders for contractors and 
factories as well as being placed in posi- 
tion where their judgment or advice 
are sought by the customers on every- 
day requirements. 

It is characteristic of the boys on 
the floor, that really painstaking effort 
on their part has been exerted to give 
the customer what was best suited for 
the purpose required. 

We talk of the hardware trade often 
as a “fraternity,” and surely it does 
not seem that the relations of men 
in the store does develop a sort of 
fraternal attitude—with the business it- 
self as the fraternity and those engaged 
in it as the brother members. Perhaps 
this condition exists in other lines, but 
it is an outstanding feature (to me) 
in our own trade. 

No class of retail employers expect 
so much from their men as do hard- 
ware merchants. Mistakes in our line 
hurt; they can be overlooked less grace- 
fully than in other lines because they 
usually involve disturbance somewhere 
else and perhaps a loss of time for an 
employer and for workmen temporarily 
hindered in their work. So, accuracy 
as well as loyalty are demanded in large 
measure from our fellows. 

Yet the training given to the average 
young fellow starting to work in a 
hardware store is sadly neglected. 
Usually he is left to his own devices 
or to the mercies of some senior clerk 
who had to find out things for himself 
as he came along, and who isn’t keen 
for acting as an instructor—so the 
youth’s education is often acquired, if 
at all, not because of his associates, but 
in spite of them. ; 

We have some dumb ones, of course 
—and we always will have that kind— 
but there has come up through the 
years a corps of really fine fellows in 
the hardware stores, sincerely devoted 
te their: firms and to their work, who 
ought to be encouraged to succeed, for 
their own sake as well as for that of 
their employers. 


I DOUBT if there is a line of re- 





Our boys in their private lives and 
their habits don’t differ greatly from 
men in other fields. The same tempta- 
tions to go astray and the same avenues 
for moral and mental improvement are 
open to them. They are “average” 
fellows, just as you and I, some of 
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them worthy of advancement and with 
the stamina to get that recognition; 
more of them plodders as they would 
have been in any other vocation. 

Training is necessary in hardware 
stores. It should be given carefully 
and kindly with recognition of the fact 
that mentalities diffe; and some grasp 
ideas slower than others. It should be 
the duty of the boss to see that his 
representatives know their stories and 
have whatever technical instruction is 
essential—and above all, that his men 
should not be afraid to come to him or 
to some other qualified person in the 
house when they are not sure on a 
problem. 

Confidence in a chief and belief in 
the kindliness of the chief will do more 
to hasten knowledge of the business 
than volumes of essays on salesman- 
ship. 

Schools for training salesmen in 
hardware stores have rarely brought 
about the conditions employers have 
hoped for—yet they have in many cases 
accomplished all the employer should 
have expected. They have failed chiefly 
because the “boys’’ were not convinced 
that the boss proposed to give his help 
the recognition they deserved, if by 
reason of their application in classes 








and later on the floor, they succeeded 
in making the firm’s business more 
profitable and satisfactory. In other 
words, it was too apparent that the 
firm alone was meant to profit by the 
extra time and effort in attending these 
schools. 

So if schools are held, and if special 
instruction is to be given with hope 
of its general acceptance, some recog- 
nition of the effort ought to be made 
if a lasting impression can be hoped 
for. Where this has been done, re- 
sults have usually proved satisfactory 
all around. 

Few merchants are frank enough 
with their salesmen—by this I mean 
that few get before the boys the cor- 
rect picture of what is required that 
he (the owner) may stay in business 
and what they (the boys) must do to 
perpetuate their jobs. 

It is quite common for the boys to 
think that the boss is “making all kinds 
of money” if sales are running good 
—when the reverse may actually be 
the case. And it is equally common 
for a boss to take the position that 
results in the store are none of the 
boys’ affair so long as he provides their 
weekly pay. Both these attitudes en- 
gender a sort of antagonism which isn’t 
healthy—and usually it can be avoided 
by the proper move on the part of the 
employer. An employer really invests 
money in a salesman; he does not 
merely “hire” the fellow. From that 
investment he has the right to expect 
a return or a profit just as much as on 
the merchandise he sells. 

Failing to realize that profit, he is 
just as much justified in releading the 
man as he is in unloading unprofitable 
merchandise. 

But as in the case of the merchan- 
dise, the clerk is entitled to know what 
is the minimum he must produce for 
his house week by week, or month by 
month, in order that his employer can 
make a profit on him. And here is 
where many employers fail in their 
duty to themselves and to the men in 
the house. Every merchant knows, or 
or should know, his expense, his margin 
and his net profit, and what percentages 
of each the salaries of the salesmen 
bear to these figures. And with these 
figures he is able, or should be able, 
to tell a salesman how much the sales- 
man has to produce in sales and profit 
or its equivalent each week or each 
month. If the boys all knew this 
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regularly, there would be little occasion 
for grumbling on their part, and as 
fittle occasion for a “grouch” on the 
part of the boss. 

Few of us want to accept charity— 
the way to be self-supporting and self- 
respecting is to know what he MUST 
accomplish to be worthy of our hire. 

Honesty among salesmen is, of 
course, essential. It should be de- 
manded by every employer and given 
freely by every employee. Little need 
be said on this subject—honesty is a 
part of the contract between the parties, 
and to violate it does and should de- 
serve dismissal. But there is and there 
ought to be on the part of the employer 
complete recognition of his own obliga- 
tions to pay a wage sufficient for the 
employee to live and maintain his 
family decently, and a little more (or 
much more, as the case may be), in 
order to minimize the temptation to 
dishonesty. And the word honesty, so 
far as the owner is concerned, carries 
a still deeper meaning. By this I mean 
that example is our most potent teacher 
for both good and for evil. So if an 
employer expects his boys to play fair 
with him, he must set a good example 
for them in his dealings with his cus- 
tomers and with his supply houses, so 
there will never be an occasion where 
a clerk may say to himseli—“Well, the 
boss trimmed Smith,” or “the boy made 
an unfair claim for shortage,” or “the 
boss received more goods than were 
billed and he didn’t report it.” Any 
act that lowers the respect of an em- 
ployee for his superiors, particularly in 
matters of honesty, opens wide the 
avenue for temptation on the part of 
the employee to do likewise. So, as a 
matter of self-defense if not of prin- 
ciple, a good example must be set for 
the “boys in the store.” 

Now and then a real disturber will 
get into an organization; his presence 
makes itself felt quickly. In justice to 
the rest of the force and indeed to the 
business itself, such a person ought to 
be uprooted quickly. He is the fellow 
who will tell another boy that the boss 
is “putting something over on him,” or 
that “I wouldn’t do this or that,” or by 
careless example undermine the ambi- 
tion and loyalty that another otherwise 
good young fellow really wants to 
show. We don’t have many such in the 
hardware trade, but even one of them 
is too many. 

You men know what radical and 
swift changes have occurred in hard- 
Ware as in other lines in recent years— 
and you know too, how reluctantly 
Many store owners have been to move 
with the times. We have some really 
“old fashioned” hardware store owners, 
men of sterling character, men who 
Want to do the absolutely right thing 





by their customers in supplying them 
with the best possible article in the 
market for a given purpose and who 
KNOW the way they have always done 
business was a good way (results 
proved it)—so why change it? 

And I know—and I am sure you 
know stores where modern methods are 
retarded by the attitude of men em- 
ployed in hardware stores, who like 
their bosses, think present day trends 
are merely spasms and unworthy of no- 
tice by a group as professional as the 
hardware trade. Indeed I know several 
stores where the owner would like to 
modernize but is held back by a really 
antagonistic attitude on the part of his 
men toward what they call “new 
fangled ideas.” And these men in 
several stores, with which I am par- 
ticularly familiar, are not disloyal; far 
from it—they really love their employer 
and their work but they can’t under- 
stand the changes that have and are 
still taking place. They look on their 
work as a profession and resent the 
commercializing of it. In a way this 
is a wonderful attitude, but, it is 
making itself felt in the shrinkage of 
sales in the stores. 

Men of that type present a problem, 
they are usually veterans in their places 
of employment and drawing pretty 
good wages, based upon years of ser- 
vice and past accomplishments. They 
must be brought into step with today’s 
methods or surely, if slowly they will 
pass into the discard; a condition that 
you and I will both regret out of our 
real regard for these fellows if for no 
other reason. 

You gentlemen who devise sale poli- 
cies and you who are in daily touch 
with the retailers, have a wonderful 
opportunity to help your customers and 
their employees. And I am sure that the 
members of this association, represent- 
ing the highest type of commercial 
travelers in this district, want to help 
your customers succeed—or to help 
those among your customers who ac- 
tually deserve to succeed. Now and 
then there’s a fellow whose fortunes 
don’t appeal to us, but he isn’t very 
numerous. Now I know it isn’t easy to 
spend extra time with a customer or 
with his clerks; sometimes the boss 
won’t have it anyhow and if he has 
much of a business, he is pretty apt to 
want to hear your story on your own 
line and end the interview quickly. In 
many things he may be wrong—but life 
is short and you have your own living 
to make from your line and naturally 
create as little friction as possible. 

Some merchants welcome suggestions 
from a traveler to the clerks, and if 
the traveler has good advice or instruc- 
tion to give, he is a really welcome 





visitor. Other merchants resent fa- 
miliarity with their clerks on the part 
of travelers—and resent it spitefully, 
though the same men may be very dila- 
tory in giving their own employees 
proper instruction. We have all kinds 
of people in this great business of ours, 
challenging the ingenuity of the com- 
mercial traveler every moment of the 
day. 

But there is a real opportunity for 
you to serve and instruct as you plod 
your joyful (or weary) way—and I 
know you want to do your part now 
not only for business but for the satis- 
faction in your own hearts of having 
done a thing well. 

I say nothing of your relations with 
one another. Your creed or platform is 
and should be an inspiration to ethical 
conduct with one another which not 
even intense competition need cause 
men to violate. 

One more thought on retail salesmen 
and I am done—and I put it in this 
form of a question. “Is there ever an 
occasion when a traveler is justified 
in helping a clerk change employers ?” 
I imagine that nothing startles you 
more than to have a really good fellow 
ask you to help him make a change. 
The request implies dissatisfaction, 
while at the same time it is of course 
an expression of regard for your judg- 
ment and perhaps for your friendship. 

You may know a place where the 
fellow would fit with more salary for 
himself and more satisfactory service 
to the new employer. At the same time, 
by helping him change you may be 
doing an injustice to his present em- 
ployer, and jeopardizing your relations 
with that employer. To the credit of 
the trade as a whole, my experience 
has been that’ they don’t take one an- 
other’s good men—and to the credit of 
the retail salesmen, I don’t find the good 
ones anxious to make changes except 
with reason. 


But occasionally a really meritorious 
case comes to the surface, requiring 
real judgment and real friendship on 
your part to handle. Only in such cases 
is a traveler justified in acting and even 
then he may be bringing on his own 


head retribution that will cause him 
trouble. 

It is far better to see if the condi- 
tion giving rise to the wish for a change 
cannot be remedied right where the man 
works—sometimes to mediation of a 
friend will straighten out the difficulty ; 
an adjustment of salary or of working 
conditions or both; really a mission for 
a diplomat—but that’s what you men 
are aren't you? 
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Arctic Broadcasting Programs 
Sponsored by Winchester Arms 


Beginning with Saturday evening, Nov. 
17, the Winchester Repeating Arms Co., 
New Haven, Conn., will sponsor a period 
of “arctic broadcasting” each Saturday eve- 
ning at 11 p. m. E. S. T. 

Arctic broadcasting was originated sev- 
eral years ago by the Westinghouse Radio 
Stations KDKA cf Pittsburgh, Pa., 
KFKX-KYW of Chicago, and WBZ and 
WBZA in Springfield and Boston. These 
stations have been unusually successful in 
broadcasting to reach lonely trappers, mis- 
sionaries, police patrols and explorers who 
are spending the long winter at their iso- 
lated posts. The programs consist of per- 
sonal messages from friends and relatives 
at home, news of the outside world, and 
a wide variety of entertainment. 

The first of these programs, sponsored 
by the Winchester company, will start at 
11 p. m. on Nov. 17 from Station KYW 
in Chicago. Alternately broadcast from 
the stations mentioned previously, they 
will continue thereafter on every Satur- 
day night, also on Christmas and New 
Year’s nights, until Feb. 23, except on 
Dec. 22 and 29. 

A complete schedule for the series of 
programs has been compiled into an at- 
tractive booklet which the ccmpany will 
gladly furnish to all dealers who may wish 
to distribute it to their customers. 


The Heyman Co. Organized in 
Oakland, Cal. by Sam Heyman 


Sam Heyman, who for many years was 
president and sole owner of the old Hey- 
man-Weil Co. on the West Ccast, has 
formed the Heyman Co. at 361 Fourth 
St., Oakland, Cal., for the benefit of his 
three sons, Lawrence, Harry and William, 
who were formerly associated with him in 
the Heyman-Weil Co. 

The Pacific Wooden Ware & Paper Co. 
has been purchased and has been trans- 
posed into a wholesale household utensil 
business, catering to the retail trade from 
Bakersfield to Redding Cal., including 
Nevada. 

The Heyman Co. has a San Francisco 
office at 681 Market St. 





J. M. Bickel Now with 
Holmes Products, Inc. 


J. M. Bickel, formerly assistant general 
sales manager of the Servel Corp., Chi- 
cago, Ill., has been appointed general sales 
manager of Holmes Products, Inc., 2 West 
Forty-sixth Street, New York City. This 
concern manufactures the Holmes Electric 
Refrigerator. 


Masback Asks Manufacturers 
to Improve Their Packing 


All orders placed by the Masback Hard- 
ware Co., Inc., 82 Warren Street, New 
York City, have stickers on them contain- 
ing the following request for efficient 
packing : 


“Improve your packing! It is very im- 











portant to us to have your merchandise 
reach the dealer’s shelf in the proper con- 
dition. You can help us if you will see 
that your merchandise is packed in 
heavy enough containers—containers heavy 
enough to stand freight. And will you 
also help us by making certain that all 
outside containers have the contents clearly 
marked thereon, as well as our order num- 
ber and name. Your cooperation will be 
appreciated.” 





P. E. Barth Succeeds Dunning 
In Sargent’s Chicago Office 


P. E. Barth, who since 1927 has been 
sales manager of the Western Cartridge 
Co., East Alton, Ill, has joined Sargent 
& Co., New Haven, Conn., as manager of 
the company’s Chicago branch office, ef- 
fective Jan. 1. He succeeds Edward P. 
Dunning, who has resigned from active 
business. 




































P. E. BARTH 


Mr. Barth was a member of the Sim- 
mons Hardware Co. organization for 
twenty-five years, starting with that com- 
pany as a boy and spending ten years as 
a salesman on the road; for three and 
a half years he managed first the Kansas 
City branch and later the Chicago branch 
of the Winchester Simmons Co. During 
the war he had two years of service, in- 
cluding one year as captain in the A. E. F. 

Mr. Dunning began his hardware career 
in the retail store of O. M. Spettigue, 
Honesdale, Pa., in 1881. In March, 1885, 
he entered the employ of Sargent & Co. 
as a stock boy, but soon worked up to 
a position as salesman, first in New York 
and Pennsylvania and later in the West, 
where he was made responsible for a num- 
ber of important accounts. On the estab- 
lishment of the company’s Chicago branch 
in 1911 he was made its manager. 





Chase Brass & Copper Co. to 
Build Cleveland Plant 


The Chase Brass & Copper Co., Water- 
bury, Conn., has selected Cleveland, Ohio, 
for the site of a new brass and copper 
plant. The company has not announced 
the definite location of the new plant in 
that city, but as soon as negotiations have 
been completed, the erection of the build- 
ings will begin. 











Detroit Toy Jobber Predicts 
Large Holiday Toy Volume 
Edgar Huebner, of the Huebner Cor- 
poration, toy jobbers, located at 356 East 
Congress Street, Detroit, Mich., in a re- 
cent interview with a HaRpware Ace rep- 
resentative, predicted an exceptionally 
large toy demand for the coming holiday 
season. Volume with this toy jobbing 
house was reported to be running about 
20 per cent ahead of last year’s business, 
Continued interest is apparent in airplane 
toys and miniature electric trains. The 
trip of the German Zeppelin to the United 
States has aroused considerable interest in 
toy Zeppelins now being offered to the 

trade. 

The Huebner brothers, Albert and 
Edgar, have for years been engaged in 
the manufacture of screen doors. About 
four years ago they noticed an advertise- 
ment in HARDWARE AGE inserted by a 
manufacturer who wanted representation 
for a line of toys in the Detroit terri- 
tory. Believing that the toy business af- 
forded a good opportunity for their efforts 
during the dull season for screen doors, 
they established the Huebner Corporation 
and are serving a large trade in Michigan, 
Ohio, and Indiana. 

Mr. Huebner informed our representa- 
tive that many of their hardware accounts 
do a larger volume of toy business than 
the department stores in the towns where 
they are located. 


Merger Announced Between 
Two California Retail Dealers 


Two of the oldest and best known re- 
tail hardware and implement firms in Cali- 
fornia have recently merged. The Turner 
Hardware & Implement Co., Modesto, and 
the Stockton Hardware & Implement Co. 
of Stockton consolidated last month, form- 
ing a new organization which will have 
‘ts executive offices at Stockton. 

The Turner company had its inception 
from the partnership of Theodore Turner 
and W. B. Wood in 1875. In 1897 the 
partnership was dissolved, and Mr. Turner 
continued the business. It is reported to 
have a total sales volume of approximate- 
ly $1,000,000. 

The Stockton company was established 
in 1889 under the management of W. F. 
Maxwell, president. 

J. D. Turner will act as president and 
general manager of the new organization. 
W. F. Maxwell, although retiring from 
active service, will be vice-president. The 
board of directors will be elected after 
Jan. 1, when the actual merger will be 
completed. Mr. Turner is a director of 
the California Retail Hardware & Imple- 
ment Association. 


Harry C. Dean Dead 

Harry C. Dean, well-known hardware 
dealer of Vassar, Mich., passed away re- 
cently at his home in that city. About a 
year ago he sold his retail business to 
James DuBois, in whose employ he con- 
tinued until his death. 

He was born in England and came to 
this country in 1867. Mr. Dean was active 
in community work and at one time served 
as Mayor of Vassar. 
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Foley, Van Dussen, Bare and Atkinson Address 
Boosters—George Fisher New Chief Booster 


Advertised as a two-star attraction 
meeting, the regular monthly get-together 
of the New York Hardware Boosters, 
Saturday, Oct. 27, at the Hardware Club, 
258 Broadway, New York City, turned 
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out to be a four-star proposition. There 
were short but pertinent talks by Martin 
Van Dussen, president. New York State 
Retail Hardware Association, John B. 
Foley, secretary of that organization; R. 
J. Atkinson, past president of the State 
association and N. R. H. A., and Frank 
A. Bare, president, Tritch Hardware Co., 
Denver, Colo. 

The annual election of officers followed 
the special program. George H. Fisher, 
Milwaukee Stamping Co. and _ up-state 
New York representative of Reading 
Knob Works, was elected Chief Booster 
to succeed Fred B. Hinchman, John Rus- 
sell Cutlery Co., who presided. Charles J. 
Heale, HarpwareE AGE, was selected as 
Junior Chief Booster. Secretary Roy C. 
Schmidt, Stanley Works and Treasurer 
George W. Eadie, Harmon & Dixon, were 
reelected. Reports from the retiring chief 
and annual reports of the secretary, treas- 
urer and committee chairmen were read. 
The secretary’s report was particularly 
good. There were 42 Boosters present. 

Mr. Foley spoke on retail store sales- 
men and the obligation of the salesman 
to help these boys in the store. Elsewhere 
in this issue his talk is published in full. 

Mr. Van Dussen had as his subject 
“This Man Brown.” He reviewed briefly 
the story of the recent Boston Congress 
of the N. R. H. A., which studied the 
business of Henry Brown, a mythical or 
composite average hardware dealer. 

He quoted figures of the National as- 
sociation regarding chain store and mail 
order competition, which suggested that 
these two forms of distribution had, in the 
year 1926, sold at a profit $114,000,000 


worth of hardware and allied lines. This 
volume represented an estimated 4 per cent 
of the gross volume done on such lines 
in this country, but in handling the 96 per 
cent (or one and a half billion dollars), 
so-called legitimate hardware stores had 
only realized a profit on two-thirds of the 
business. Granting that Henry Brown had 
become a bit pessimistic, Mr. Van Dussen 
said the situation called for steady think- 
ing, that all hardware men should take 
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personal inventories of themselves and de- 
termine just how useful they were to the 
industry. If not useful, they should get 
out of the way for others who would be 
useful. The speaker said he always asked 
traveling men to help him solve difficult 
problems, and found most of them ready 
and willing to help. They should be, he 
said, the retailer’s chief ally. 

Mr. Atkinson said the chief competition 
of today was not price but organized sell- 
ing effort. He told of the many lines re- 
tail hardware salesmen must understand, 
and praised them for their present effi- 
ciency, admitting at the same time the 
need of further study and help by sales- 
men. Mr. Atkinson introduced Mr. Bare, 
who was at one time secretary of the Ohio 
Hardware Association and the man re- 
sponsible for that organzation’s slogan: 
“It is the business of the Ohio Hardware 
Association to make better Hardware 
Merchants.” 

Mr. Bare brought the greetings of the 
West, and told of Mr. Atkinson’s great 
work in that part of the country last year 
when the latter traveled the western con- 
ventions as N. R. H. A. president. He, 
too, said that a salesman should be an out- 
standing factor in helping the merchant 
educate store salesmen. He told the Boost- 
ers of a slogan he used, ‘““Make Your Con- 








versation Purposeful.” 











W. B. Taylor Dies—Prominent 
Sidney, Ohio, Retail Dealer 


W. B. Taylor, manager and proprietor 
of the Taylor Hardware Co., Sidney, Ohio, 
passed away in the Jewish Hospital, Cin- 
cinnati, on Oct. 17, at the age of 65 years. 
Although in failing health for several 
years, he was actively engaged in carry- 
ing on his business until July, when he 
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retired in an effort to rebuild his health. 
Twelve days after an operation he died. 
Mr. Taylor was born in Sidney and 
was an active member of the local Retail 
Merchants’ Association. Three years ago 
he opened a new store, which was consid 
ered to be one of the finest in the locality. 





Freshman-Freed-Eisemann 
Merger Has Been Ratified 


At a recent special meeting of the stock- 
holders of Chas. Freshman Co., Inc., radio 
manufacturer of 240 West Fortieth Street, 
New York, the proposed merger of the 
company with the Freed-Eisemann Radio 
Corp., Brooklyn, N. Y., was ratified by a 
large majority vote. 

This merger will mean great savings in 
management and production, and will be 
to the advantage of both organizations. 
The identity of the Freed-Eisemann Com- 
pany will not be lost, but will be carried 
on as in the past, and the same relations 
of both lines with the trade will continue. 

The officers of the merged companies 
are: C, A. Earl, president, Chas. Fresh- 
man Co., and chairman of the board of 
Freed-Eisemann Radio Corp.; Joseph A. 
Freed, vice-president and director of the 
Freshman company and president of the 
Freed-Eisemann company. Arthur Freed 
is a director of the Freshman company 
in addition to being vice-president of the 
Freed-Eisemann corporation. W. J. Keyes 
is vice-president and treasurer of both com- 
panies. Harry A. Beach is vice-president 


of the Freshman company, as is George 
Eltz. 
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The Super-Service Tire Chain 


One of the latest developments in tire 
chains is the Super-Service rubber tire 
chain manufactured by The Trump Bros. 
Rubber Co., 1857 East Market Street, 
Akron, Ohio. 

A strong steel wire mesh is interwoven 
in rubber and securely welded to the rub- 


ber insulated metal band that holds the 


side chain hook. This construction, a 
unique feature of the tire chain, not only 
uses the gripping and long wear advan- 
tages of rubber, but combines them with 
the interwoven steel wire mesh for strength 
against strain. The diamond shape of the 
cross links permits a concentration of rub- 
ber at the center of the cross link without 
making a thick, bumpy, hard-riding chain. 

The manufacturer states that this chain 
is flexible, shock-absorbing, quiet and ex- 
tremely neat. 


Vapo-Seal Triplicate Pans 


A new item has been announced by the 
Aluminum Goods Mfg. Co., Manitowoc, 
Wis. It consists of three sectional pans 


made of triple-thick aluminum for water- 
less cooking. Each has a capacity of three 
quarts. They are shaped to fit compactly 





over one burner. A whole meal can be 
cooked in these pans at one time over a | 
single burner. 

A special patented feature is the con- 
venient, detachable, two-way handle which 
can be used in either a horizontal or ver- 
tical position. Handle fits all three sec- 
tions and eliminates the danger of burning 
the hand when moving pans on back of 
stove. The set can be used for oven cook- 
ery, too, as the cover knobs are of non- | 
burnable thermoplax. 
| 
| 


Ray-O-Vac Flashlights 


An improved switch is one of the advan- 
tageous features of the new Ray-O-Vac 
Rotomatic flashlight manufactured by the | 


French Battery Co., 30 North Michigan 
Avenue, Chicago, III. 

This switch is of the oscillating type and 
makes contact by plunger instead of fric- 


tion. It will give either permanent or flash 
connection and is made of molded and ma- 
chined bakelite. The rotomatic switch can 
be easily removed or inserted, and its auto- 
matic locking prevents accidental battery 
discharge. The bulb socket is built into 
the switch head and is entirely independent 
of the reflector-and-lens head. 

A new assortment of Rotomatic flash- 
lights has recently been offered to the trade 
and consists of five flashlights. These are 
packed in an attractive display carton, which 


| ing Arrow.” 





can be used in a window or on a counter. 


The Gendron “Flying Arrow” 


The Gendron Wheel Co., Toledo, Ohio, 
has placed on the market recently a new 
type of scooter wagon known as the “Fly- 
This new addition to the 
company’s line retains the attractiveness 
of the scooter and the wagon, with the 
added feature of being easily converted 


from one toy to the other by a flip of the 
handle. 


It is attractively finished in bright colors 
and comes equipped with substantial rub- 
ber tires. 


Globe Radiator Shutter 


The Globe Machine & Stamping Co., 
1200 West Seventy-sixth Street, Cleveland, 
Ohio, has introduced a new shutter jor an 
automobile radiator which features a ver- 
tical blade construction. The blades of 
this shutter are normally in an open posi- 
tion and must be closed from the dash- 
board. This procedure is said to elimi- 
nate the danger of overheated motors and 


also eliminates the necessity of waiting for 
the motor to cool before the shutter closes, 
as is often the case with thermostatically 
operated shutters. 

The construction of this shutter adds 
beauty and smartness to the car’s appear- 


| ance, and is in line with the present vogue 


in radiator design. A positive nickel-plated 
control is mounted on the dash and is 
adjustable to as many positions as desired, 


from wide open to completely closed. The 


Globe radiator shutter is designed to fit 
all makes of cars. 
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which he buys. He buys goods that 
cannot move frequently for he hasn’t 
the customers to buy them. His buy- 
ing quantities must be small and he 
must depend upon the traveling sales- 
man for prices and quantities, and upon 
the house to carry him if he is not as 
prompt as may be. His only salvation 
is to select a house of fair dealings 
which has salesmen who know his trade 
as well as he, who will not allow him 
to overbuy nor to select goods unsuited 
to his locality. 

“In conclusion the underlying prin- 
ciples of business have not changed 
however much our practices may have 
shifted. It is still true: ‘In unity there 
is strength’ and the stronger the ties 
that bind, the more permanent that 
which is bound. 

“The Wise Man of ancient times 
said, ‘He that would have friends must 
show himself friendly.’ And a later 
prophet said, ‘Make friends of the 
Mammon of unrighteousness that when 
you fail they may receive you into 
their habitation.’ There should exist 
between the jobber and dealer a com- 
munity of purpose that does not admit 
of too long a division. 

“That there will always be hardware 
stores cannot be questioned, for even 
though the mode of travel be by air- 
plane who but a hardware man would 
ever supply the bolts, nuts, struts, tog- 
gles, turnbuckles and eye bolts neces- 
sary for every aspiring angel of the 
air? It is therefore the province of 
this Council to say what kind of hard 
ware man he shall be in the future.” 


M. J. Lacey on “Buying vs. Selling” 


M. J. Lacey, Pyrex Sales Division, 
Corning Glass Works, presented in 
writing a report on “Buying vs. Sell- 
ing.” This report follows: 

“Buying vs. Selling—A Message to 
the Dealer.’ Obvious as it may sound, 
it is necessary to convince the dealers 
that selling must be their first concern. 
This is fundamental; and until it is 
thoroughly understood by the dealer, 
they cannot intelligently consider such 
secondary problems as ‘Excluding the 
Middleman,’ ‘Higher Call Money 
Rates,’ ‘Chain Store Competition’ or 
‘Increased Turnover’—readily grant- 
ing that these broad economic questions 
Involve obstacles in the dealer’s path. 

“A hardware store owner, propri- 
etor, manager—whatever his title be— 
is theoretically the ‘best help’ in that 
store. He is the most capable, highest 
Salaried, most reliable and honest man 


directly aid the interests of the whole- 
sale distributor and the manufacturer.” 


Review of Hardware Council Meeting 


(Continued from page 50) 


dealer uses that best help to jockey 
around with sources of supply, aiming 
to obtain 2%, 5 or perhaps 10 per cent 
concessions in price. Only infrequent- 
ly can he succeed in that attempt. 

“Let us take some Pyrex figures as 
an example: A dealer might buy a No. 
209 Pyrex Pie Plate by 2% per cent 
or 1% cents less than the regular price 
of 60 cents (90 cents retail) ; by 5 per 
cent less, or 3 cents; by 10 per cent 
less, or 6 cents; but until sales are 
made, these apparent savings are not 
profits. 

“Here is a better picture; he buys 
100 pieces at 6 cents less each. That 
would ‘save’ the dealer $6; but, if he 
sold 100 pieces, even without having 
obtained the concession in his purchase 
price, his profit would be $30. In other 
words, if the dealer utilized that ‘best 
help’ for selling that same item, he 
would make a profit of 30 cents. The 
dealer would also familiarize himself 
with what sold and he could then buy 
correctly. 

“In fact, bargain grabbing often 
leads directly to an effort to force 
sales of a poor selling item. This is 
unprofitable business. 

“Any dealer may select two or three 
good sources of supply and buy from 
them in such a way as to minimize 
time spent in buying. He should so 
distribute his purchases as to make his 
account worth while for each of those 
sources of supply, thus qualifying for 
best prices and special accommoda- 
tions. 

“A good proof of my main conten- 
tion is this: The average corporation 
pays more money to its sales execu- 
tives than to its purchasing agents. 
Chain stores employ sales executives, 
the salary of any one of whom is three 
or four times as much as the salary of 
their best buyer. 

“The dealers have the cart before 
the horse. A turn-about is the great- 
est possibility for improving their busi- 
ness, and that very improvement will 





fident that the act to provide for this 
distribution census will be enacted by 
Congress, the Census Bureau has at- 
tempted to make the preliminary work 
of preparing questionnaires for it, but 
the Director of the Budget has refused 
to make allowances for this work be- 
fore enactment of the law, with the 
result that the preparation work is be- 
ing held up. Discussion by the Coun- 
cil indicated opinion that the term 
“hardware” is so elastic as to include 
a great variety of unrelated items and 
that such a census classification can 
hardly be expected to develop any great 
amount of usable information of value. 
A motion was carried that the diffi- 
culties inherent to such a census be 
pointed out to the Bureau of the Cen- 
sus and that a copy of this letter be 
sent to the Bureau of the Budget. 

It was decided to hold the next meet- 
ing during the two days immediately 
following the Southern Jobbers con- 
vention, and at the same place as that 
meeting. 

Mr. Asbury was reelected chairman 
of the Council and Mr. Nichols will 
continue to serve as_ vice-chairman. 
H. P. Sheets was reelected as Council 
secretary. 








H. P. Sheets Points Out Distribution 


Census Discrepancies 








discrepancies that appear in the distri- | 
bution census reports, particularly with | 
reference to hardware, and explained | 
the purpose of the Census Bureau to | 


include a distribution census with the | 
| 





in the organization. Yet the average 


regular general census of 1930. Con- | 


Hardware Trade in General 
Takes Upward Turn 


NEw York, Nov. 7.—An im- 
provement that is not entirely at- 
tributable to holiday demand is 
noted in the general hardware sit- 
uation this week. While dealers 
are buying in preparation for the 
Christmas rush, staples are also 
in good demand by the consumer, 
and in most market centers the 
volume is at present running 
slightly ahead of this period last 
year. : 

Seasonable merchandise has 
been stimulated by the snappier 
temperatures of the advancing 
season. 

The outlook for Christmas 
trade this year is most encourag- 
ing and it is noted that there are 
many more hardware stores giv- 
ing attention to toys and other 
gift merchandise this year than 
in the past. Good crops in the 
farming sections and generally 
satisfactory conditions elsewhere 


H. P. Sheets, managing director of | 
N. R. H. A. and Council secretary, | 
pointed out some of the more obvious | 





point to a profitable holiday busi- 
ness for the hardware trade. 

Prices show very few important 
changes and prices are steady. 

Collections are somewhat back- 
ward in most instances, but im- 
provement is looked for with the 
pick up in sales. 
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(Pittsburgh office of HaRDWARE AGE) 

PITTSBURGH, Nov. 7.—Although in somewhat lighter volume than 
at this time last year, due probably to the fact that the weather has 
been rather mild, hardware business is of fairly satisfactory pro- 
portions and is good in such seasonal goods as shells, guns and heat- 
ing accessories. No important price changes have appeared in the 
past week, but the report is pretty common that a reduction in auto- 
mobile tires and tubes is close at hand. The restriction on rubber 
shipments from British possessions under Stevenson plan was lifted 
as of Nov. 1, and this development is the basis of the report about 










desired as to promptness. 





ALARM CLOCKS.—Demand continues | BATTERIES.—Steady, fair demand is 





















good in this area. noted for dry cell batteries for both 
JOBBERS’ QUOTATIONS TO RE- i lights. 
TAILERS, F.0.B. PITTSBURGH: radios and Saat & 
te aay JOBBERS’ QUOTATIONS TO RE- 
Dial —s TAILERS, F.0.B, PITTSBURGH: 

RN as. svacis avd $2.29 $3.16 Broken Unit 

3aby Ben — 2.29 3.16 Packages Packages 
America .. 1.05 1.58 No $2.06 
Sleep Meter 1.40 2.10 No 2.97 
Ben Hur ... Ree 2.46 No. 1.92 
Ingersoll ...... 1.05 to 2.24 1.55 to 3.09 No. 2.80 
No. 1.14 
AUTOMOBILE TIRES AND ACCES- No. -39 
SORIES.—Improved demand is_ re- ~~ 130 
ported for alcohol and other anti-freeze No. Hy 
radiator fluids. Carload lot prices of — 179 
alcohol automatically advanced 1c. per No. 6 dry cells, ignition type, unit 
gallon on Nov. 1, and resale prices also | packages, 36c. each. ' ‘ 
; Flashlights.—No. 935, 644c. each; 
have been advanced that much. Spring No. 960, B10; No. 790, 130.7 No. 705" 
dating terms have been announced on 1914c.; No. 750, 13%4c.; No. 791, 138c. 
tires and tubes, providing for a 2 per ar Shot.—No. 1461, $1.67; No. 1661, 





cent discount on payments by May 10, 
1929, with a discount of % of 1 per| BEVERAGE A N D PRESERVING 


cent per month for anticipated pay- | SUPPLIES.—Good call continues for 
ments and prices guaranteed against a | oak kegs and fruit and cider presses 
decline to May 15. This announcement | are moving well. This general classi- 
has failed to materially stimulate the | fication is doing well in sales. 
























demand, probably because of so much ‘ Zoneene. QUOTATIONS re ee- 
* ,» F.O.B. 
talk of lower prices. Bottles.—Crown, 14 oz. $6 per 

JOBBERS’ QUOTATIONS TO RE- gross; 28 oz., $8.40; lightning stop- 
TAILERS, F.O.B. PITTSBURGH: per, 14 0z., $7.50; 28 oz., $9. 

Tire Chains.—Lots of 1 to 9 pairs, Caps.—In single gross lots, 18c. per 
list less 30 per cent; 10 to 49 pairs, gross; 10 gross lots, 17c. per gross; 
(one shipment), list less 35 per cent; 50 gross lots, 16c. per gross. 

50 pairs and over (one shipment), Cappers.—Everedy, $9 per doz.; 

list less 40 od ee —— ae Industro, $10 per doz. 

to G5c. per pair; pliers, 5c. each; Strainer Sets.—Everedy in dozen 

4 ne i _ per carton; No, 2, lots strainer stand, $4 per doz.; 
eae ee wee strainer bag, $2 per doz.; filter bag, 
ae yg ey Pg mae $4 per doz. 

alcohol, 1 to arre ots, c. per - 

gal.; 5 to 9 barrels, 58c.; 10 barrels neraieel, Slee, Ne bs Mee et ine: 

or more, 56c.; Prestone, 1% gal. and 1621, $3. 7 gamaaats , ee 





1 gal. cans, $3.60 per gal.; % gal. 
cans, $3.80 per gal. 





Mason Jars.—Pints, $8.80 pee gross; 
quarts, $0.10; 2 quarts, $13.1 









Demand for Seasonal Goods Improves 


Pittsburgh Market—No Important Changes 


cut price for tires and tubes. Collections still leave something to be | 















Spark Plugs.—Lots of 100 or over, 
50c. each; less than 100, 53c. each. Jar Rubber.—Double lip ne 80c. 
Mansfield Tires.—High pressure, inp = 
cord, 30 x 3% in., extra size, $7.25 Canning <9 -e 1 single jar, 
each; straight side, $9.10; 31 x 4 in., 70c. per doz.; No. 2, 8 jar, $3.60 per 
$11.40; 32 x 4 in., $12.10; 33 x 4 in., doz.; jar wrench, 75c. per doz. 
$12.70; 32 x 4% in., $15.95; 33 x 5 in., Fruit Presses.-Enterprise, No. 6, 
$21.70; balloon, 29 x 4.40 in., $8; 30 $6.25 each; Juicy, t., $3.50 each; 
5 in., $10.75; 31 x 5 in., $11.20; 30 x 6 qt., $4.30; 12 qt., $6: Brighton, 2 at., } 





$3 each; 4 qt., $4. 50; 10 qt., 
Sealing Wax.—$2.50 per case. 
Cider Presses.—Eagle, single tub, 
$12.10 each; Eagle — $24; Cant- 
clog, single tub, $14.8 
‘ Meat Choppers. ~Faterp rise, No. 
in., $2.80; 33 x 5 in., ee ” $5.25 each: No. 22, $9: No. 32, $11. 





5.25 in., 20 in., rim, $12. 50; 30 x 6 in., 
$16.60; 32 x 6 in., 20 in. rim, $17.40. 
Tubes. — High pressure, tan, 30 x 
34 in., clincher, $1.40 each; 31 x 4 
$2.10; 32 x 4 in., $2.20; 33 x 4 in., 
$2. 30; 32 x 1% in., $2.60; 33 x 4% in., 

: $2.70; 34 x 4% 
q $3.55: gray tubes sell 15c. to 50c. less; 
q balloon gray, 29 x 4.40 in., $1.65; 30 x 
os in., $1.95; 31 x 5 in., $2.05; 30 x 5.25 
, 20 in. rim, _ 32 x 6 in., $2.65; 

33 x 6 in., $2.85 











Kraut and ae Cutters. — Slaw 
cutters, Rapid, $3 per doz.; No. 625, 
$3.60; No. 626, $4.80; Kraut cutters, 
No. 672, $1.15 each; No. 673, $1.35. 



















Oak Kegs— 

Red White White Oak 

Oak Oak Charred 
5-gal. - $1.35 $1.45 $2.40 
10-gal. 1.80 1.95 2.85 
15-gal. 2.00 2.15 3.20 
20-gal. 2.25 2.45 3.75 
25-gal 2.65 2.85 4.35 
30-gal 2.85 3.00 4.50 
50-gal 3.75 4.20 6.50 





BOLTS, NUTS AND RIVETS.—Job- 
bers report steady sales and manufac- 
turers find business to be better than it 
was last month or last year at this 
time. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B, PITTSBURGH: 
Bolts.—All styles, except stove and 
tire bolts, per 100 pieces, 60 per cent 
off list; stove bolts, 75 and 10 per 
cent off list; tire bolts, 60 and 10 per 
cent off list. 
m Nuts.—All styles, 60 per cent off 
Rivets. —Large, $3.50 base per 100 
pieces; small wagon and tinners’ riv- 
ets, 60 per cent off list. 


BUILDERS’ HARDWARE.—Business 
is good for the time of year in this line. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.0.B, PITTSBURGH: 

Butts.—Ball tip, plated, dull brass 
and antique copper, less than case 
lots, in 3 x 3 in., $18.50 per 100 pair; 
3% x 3% “in., $19; 4x 4 in., $30. 

‘Hinges.—Heavy strap, 6 in., $1.85 
per doz.; 8 in., $2.85; 10 in., $4.80; 
extra heavy T, 6 in., $2.30 per doz.; 
8 in., $3.40; 10 in., $5.40; light strap, 
sha screws, packed one pair in a 

box, 3 in., $9.60 per 100 pair; 4 in. 
$11.60; light, 2, 3 in., $11 per 100 pair: 
4 in., $12.60. 

Hasps.—Hinge, without screws, 
single dozen lots, 3 in., 65c. per doz.; 
4 in., 79c.; 6 in., $1. 05; safety, 3 in., 
97c. per doz.; 4% in., $1.14; 6 in., 
$1.60. 


Garage Sets.—Swinging hinges, 10 

n., $3 per set. 
CEL-O-GLASS.—This product makes 
an excellent protection against frost 
and is finding a good call for that pur- 
pose, among others. Pittsburgh job- 
bers quote it f.o.b. Pittsburgh to re- 
tailers at 12%c. per sq. ft. in 50-ft. 
rolls and at 12c. per sq. ft. in 100-ft. 
rolls. 


DOOR MATS.—Demand is good consid- 
ering that it usually takes stormy 
weather to bring really good consump- 
tive buying. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Cocoa, $8 to $15 oe .. according 
to size; wire, 15%4 x 23% in., $1 each; 
18 x 30 in., $1.50; 22 x 36 in., $2.15; 
35 x 48 in., $3.33. 


GAME TRAPS.—Demand is seasonally 
active. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B, PITTSBURGH: 

Victor, No. 0, $1.10 per doz. ; No. 1, 
$1.38; No. 1 ‘ B se _ 2 $3.36; 
jump, No. ‘ No. $1. coil 
spring, No. ti 38: Gibbs, 2- rigs er, 
$5 per doz.; ‘ine grip, No $1.88; 
No. 2, $3.35; No. 3, $5.50; No. 4. $6.70. 


FLASHLIGHTS bein BULBS.—Sales 
are good, as usual at this time of the 


year. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B, PITTSBURGH: 

Lights.—Everedy, No. 2602,  68e. 
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each; No. 2612, $1.10; No. 2630, 84; 
No. 2631, 68c.; No. 2660, 84c.; No. 
2619, $1. 43; No. 2634, $1. 17; No. 2642, 
$2.73; No, itt $2. 08; No. 2695, $2.28; 
645 


No. 3645, 
Unit Broken 
Packages Packages 
Per 100 Each 


Bulbs— 

No, 1 and No. 11.... $6.50 10c. 
No. 13 and No. 14.... 7.15 llc. 
No. 16 and No. 17.... 5.85 9c. 
7, 20 <cnce eaugann’ Sone llc, 


GUNS AND LOADED SHELLS.— 
Here we touch the most active spot in 


the market. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B, PITTSBURGH: 

Loaded Shells.—Load 3 oz. by 1% 
oz., 12 gage, Repeater or Nitro Club, 
$32.22 per 1000; Ranger, $28; Leader 
or Arrow, $35 80. 

Guns.—Winchester pump, _ $39.40 
each; Remington pump, $39.45 each; 
Savage pump, 39.25 each. 

Rifles.—Winchester, model 02, $5.15 
each; model 92 S. F., round barrel, 
$21.90; octagon barrel, $23.30; model 
94 S. F., round barrel, "$25. 90; octagon 
barrel, $27.95; model 94 carbine, 
$23.95; model 53, $21.90; model 55, 
$32.95; Remington, repeating, model 
12A, $15.86 each; 14A, $35.46; 25 A, 
$23.95; Savage, repeating, model 20, 
$34; model 40, $24; model 99A, & E, 
$30.90; B & F, $34.50; G, $37.50; model 
23A, $14.25, 


HEATERS. — Jobbers blame mild 
weather for moderate sales. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 
Oil Heaters. co agg to size and 
style, $3.75 to $6 each 

Gas Heaters.—Radiant type, $9 to 
4 \ see reflector type, $2.25 to 
$13.50. 


HEATING ACCESSORIES. — Good 
movement of stove and furnace pipe 
and of register and radiator shields fea- 
ture this group of goods. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 

Stove wood lined, 
24 in., $12.60 per doz.; 28 in., $18 per 
doz.; 30 in., $20 per doz.; 36 in., $29 
per doz.; paper lined, 24 in., $7.50 per 
doz.; 23° in., $9.50 per doz.; 30 in., 
$10. 80 per doz.; 35 in., $16.20 per doz. 

Pugs Pipe.—Nested, sheet steel, 5 

$3. 20 per crate; 6 jin., $3.40; 7 in., 
Hay ; corrugated elbows, 5 in., $1.30 
per doz.; 6 in., $1.40; 7 in., $1.85; 
aluminum pipe, 4 in., $7.20 per doz. 
joints; elbows, $5 per doz. 

Furnace Pipe.—No. 26 gage, 8 in., 
l6c. per ft.; 9 in., 17c.; elbows, 8 in., 
36c, each; 9 in., 40c. 

Dampers and Flue Rings.—Damp- 
ers, 3 in., $1 per doz.; 4 in., $1. a 
5 in., $1.20; 6 in., $1.35; 7 in., $2; flu 
rings, 3 in., $1 per doz.; 4 in., $1. 25: 
5 in., $1.90; 6 in., $2.26; 7 in., $2.75. 

Coal Hods. —Galvanized, 16 in., 
ag per doz.; 17 in., $4. 75; 18 in., 


Coal Chutes.—Black, 8 ft., $6 each; 
10 ft., $7.50; 12 ft., $9. 

Fire Shovels.—Stamped sheet steel 
japanned, flat handle, 50c. per doz.; 
round handled japanned, 60c. to $1.10; 
galvanized, $1.10. Never Break No. 
10, $4.25; No. 16, $4.60; No. 20, $4.80. 

Furnace Scoops.—No. 150-B, $7.50 
per doz.; No. 80, $4.80; No. 81, $4.20. 

Gas Connections.—Lead, 12 in., 22c. 
each; 18 in., 26c.; 24 in., 29c.; 30 in., 








Flexible steel tub- 
4 ft., i8¢c.; 
Cloth inserted 


33c.; 36 in., 37c. 
ing, 3 ft. lengths, 1lc.; 
: SS PS ee 
tubing, 4c. per foot 
Register and Radiator Shields.— 
Register — No. 1 floor, $12 per 
doz. net; No. 10, $10; wall, No. 2, $6 
per doz.: No. 20, $5.20; radiator sheet 
steel adjustable, No. 1, $4; No. 2, 
$4.50; No. 3, $5; No. 4, $5; No. 5, 
$5.50; No. 6, $6 list, subject to deal- 
ers’ discount of 30 per cent. 
HUNTING CLOTHING. — This line 
shares the activity of guns and loaded 
shells. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. PITTSBURGH: 


Coats, $2.75 to $6.50 each; vests, 
$1.50 to $1.80 each; pants, $2; 
breeches, $3.50 per pair; leggings, 
90c. to $2 per pair. 

LANTERNS.—Sales are good, as they 
usually are at this season. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Gasoline.—No. 220, $5 95 each; No. 

228, $6.30; No. 327, $4.70 

Keresene. —Monarch, $8 per 4doz.; 

Junior, $8.50; Little Wizard, $8.50; 

D’Lite, $13; Junior Wagon, $17.25. 
MACHINE SCREWS.—Jobbers now 
quote to retailers, f.o.b. Pittsburgh, 
round head iron and brass screws 60 
and 5 per cent off list, an advance in 
keeping with a recent advance by man- 
ufacturers. 


OIL COOK STOVES.—New prices have 
been announced on the Nesco line for 
1929. No. 212 now lists at $18 each, 
No. 213 at $23.50, and No. 214 at $30, 
subject to a dealers’ discount of 33% 
per cent plus 5 per cent. 


PAINTING SUPPLIES.—Prices are 
unchanged. Business is only moderate- 
ly active. 
JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. PITTSBURGH: 


Ready mixed paints, best grades, 
$2.60 per gallon; lower grades, $2 
(white and dark greens, 1l5c. per 
gal. higher); white lead, 13%4c. per Ib. 
in 100-lb. lots; 10 per cent less in lots 
of 500 lb. or more, and extra 4 per 
cent less in lots of a ton or more; 
turpentine, 69c. per gal. in barrel 
lots; raw linseed oil, 11.3c. per lb. in 
barrel lots. 


STOCKS AND DIES.—The Armstrong 
line is somewhat higher, with the new 
jobber discount 40 and 5 per cent off 
list. 
T-RAIL SPIKES.—Prices are higher. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 
2% in. x % in., $10 per keg; 3 in. 
x % in., $9.50 per ‘keg. 
WEATHER STRIPPING.—Good de- 
mand continues for this line. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. PITTSBURGH: 


Meta-Felt, % in., $19.50 per 1000 
ft.; % in., $26 per 1000 ft.; cushion, 


Fence Wire 
per 100 lb. 





all felt, No. 18, $2.40 per 100 ft.; No. 
19, $3 85 per 100 ft.; No. 20, $3.25 per 
100 f 
hase, hard bronze, 3 and 4 ft. 
length, 5c. per ft. net. Economy, 
for windows, 386 x 36 in., $l per 
carton of one window set; for doors, 
36 x 84 in., $1.20 per carton of one 
door set. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 

Single strength A, 83 per cent off 
list; B, 85 per cent off list. Woubie 
strength A, 84 per cent off list; B, 
86 per cent off list. 


WINDOW VENTILATORS.—This 
another line that usually does well 
this time of the year and is now. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6. 30: No 
1437, $7.30; No. 1445, $8.10. Prices are 
per ‘doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, $7.80. 
Prices are per doz. net. 

Diamond E, metal frame, No. 01, 
~ 40; No. 02, $4.80; No. 03, $5.60; No. 

$5.20; No. 2, $5. 60; No. 3, $6.40; 
No. 4, $7.60; No. 5, $8.40. 
per doz. net. 

Schumacher, wood frame sheet 
steel, No. 831, $2.75 per doz.; No. 
1137, $4.50. 

Wurldsbest. ig metal, No. 2, $2.50 
each; No. 3 » $3; No. 4, $3.50; No. 5A, 
$4; No. 6A, "$4.7 75; No. 6B, $5; all list. 
subject to dealers’ discount of 33% 
per cent. 


Prices are 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. PITTSBURGH: 


Annealed Galv: 
ioe © to 9 Gagie:....+-4208 $3.5 
TGs cB) es hcvreeecone eee 
No. > 


Barbe od wire (per 80- rod spool) 
BOMGERE GOCE 2.5 icc sccccess a YA 
EE I Sv cécus cadenwiedcaece 3.1 
ME IO ik as ke Sead oo ecb onas 3.4 
Se SED ogo ckac cccbs noes . 
2-point cattle (special) .......... 2.25 
Field Woven Wire Fence (per 100 


SR eer er re oe 80 


9: 39- DP iba Pande Osu ode ean eats 49.20 
eed and rabbit (No. 14 gage): 
TE SE Dd c-0e ebb NC eiecs ode teen $36.50 
No. 1948 Bact valkad ae wareila-e seco 44.00 
PE IES as abc aw nee a ea 49.50 

Steel Fence Posts: 
Galvanized Painted 
Tubular Formed 
Tes. waneasen dete 60c.each ......... 
55c. each 38c. each 
pease ee ae 65c. each 40c. each 
Me eG a ddnana cobegiawos 45e. each 
"bright nails, base per keg, $2.90 
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WINDOW GLASS.—Demand is quite 
satisfactory and sales seasonally large. 


is 
at 


WIRE PRODUCTS.—Nails are doing 
well, but there is little activity in other 
directions. 








ETAIL CLERKS! 





Don’t put off entering this contest. 


If you have not seen the announcement on page 66 regarding the 
Clerks’ Contest, turn back to that page now and learn of the opportunity offered you to 
win one of three cash awards. 





While there are still many weeks before the contest 
closes, get your letter in early. Then if you have a new idea you can write another letter, 
as each contestant can submit as many letters as he wishes. 
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New England Shelf Hardware Jobbers’ 
October Sales Better Than Last Years’ 


(Boston office of HARDWARE AGE) 

BosToNn, Nov. 7.—Despite the fact that retail and wholesale deal- 
ers in general say that business is and has been more or less in- 
fluenced by the national election, October sales by New England 
shelf hardware jobbers ran well ahead of those for the correspond- 
ing month last year in volume and just about broke even in gross 
value. The net return unquestionably will be smaller because it is 
costing the jobber more to do business this year than it did in 1927. 
That condition is due to the conservative nature of retail buying 
and demands for prompt shipments and deliveries. The heavy 
hardware houses, on the other hand, are doing a better business 
than they have in months and mill supply jobbers are booking com- 
paratively good orders. The hardware trade in general is there- 
fore running ahead of last year. Collections are slow. One or two 
of the most important shelf hardware jobbers say money is tighter 
than it has been any previous month this year. 

Retail buying of goods related to heaters, furnaces, storm doors 
and windows and other items that help to make homes warm and 
comfortable, has been stimulated by a recent cold snap. * 





ASH SIFTS.—All kinds and makes of | $28-69: 32 x 6.20, $20.85; 32 x 6.75, 
ash sifts are selling more freely than at | Tubes.—In lots of less than six, 
any previous time this year. Many 
retail dealers suddenly have discovered | 
they were shy of stock. 

loon, less than 12, 27 x 4.40, $1.55 


, N . 
chit rhe eee each; 29 x 4.40, $1.65; 30 x 4.50, $1.75; 
: | in lots of six or less, 28 x 4.75, $1.85 

Ash Sifts.—Triumph, two to the 5.45 90; 30 x 4.75, $1. 95; 30 x 
crate, in crate lots, $2.17 each crate .9F * 0 5.00, $ "95 : 31 x 
net. Success, $6.50 per dozen net, 
Square, in dozen lots, $5.75 per doz. 
net; round, $3.68. Favorite, $6 per 
doz. net; Rapid, $8.40. x 6. 75, $3. 50; 24 x 7.30, $3. 85. 

Ash Can Trucks.—Little Man, $30 Discounts.—An extra 5 per cent 
per doz. net; Senior, $28. Blue Rib- discount from the previous prices is 
bon barrel racks, $3.75 each net. allowed. 


AXES.—Axes are selling, say jobbers, 
but not as freely as they were a year 
ago. Aggregate shipments for 1928 to 
date, however, are not so very far be- 
hind those of last year. Retail stocks 


$5.45: 36 x 6, $5.85; 38 x 7, $8.25. Bal- 


| 
| 


AUTOMOBILE ACCESSORIES.—Job- 
bers have been notified that a reduction 
in tire prices is coming, but they have 
no further information. Prestone is en- 


joying a very broad market. In fact, | | : 
jobbers are experiencing some difficulty in general are believed to be small. 
JOBBERS’ QUOTATIONS TO RE- 


in keeping up with retailers’ require- TAILERS, F.0.B. BOST 


ments. Axes. — Standard ee without 
handles, $14.50 per doz. net. The 

JOBBERS’ > 9 ype ong TO RE- usual extras for weights and handles 
TAILERS, F.O.B. BOST obtain. 


$u:80" per gal in 2, cur COAL HODS.—The recent cold weather 
; in 1% gal. containers, .60 for ‘. 
erate tots. Testers, $1.50 each. has speeded up.sales of coal hods. Gal 

Tires. — Mansfield line, Clincher, vanized kinds are the big sellers, ac- 


heavy duty, 30 x 3%, $ .25 each; : . . 
straight sides, 30 x 3%, $9.10; 31 x cording to distributors. 
4, $11.40; 32 x 4, $12.10; 32 x 4%, JOBBERS’ yp ale od TO RE- 
$15. 95; 34 x 4%, $17. 25; 35 x 5, $23.30. TAILERS, F.O.B. BOST 

Tires. —Mansfield line, truck, 8 ply, Coal Hods. ieanaanian. aa wood 
32 x 414, $20.55; 33 x 4%, $21.30; 34 x handle, No. 515, $4.44 per doz. net; 
41, $22.05; 33 5, 95; : No. 516, $4.80; No. 517, $5.15; No. 518, 
$31.15; 35 5, $31.85; i $5.63. Japanned, No. 6, $3. 44 per doz. 
32.40; 36 x 6, $46.60; 34 x 7, 
38 x 7 $65.35: 12 ply, 36 x 8, $85.35; 46 DAMPERS.—Sales of stove and fur- 


s &, $91. 60. E 
Tires.—Mansfield line, balloon, 27 x nace dampers also are stepping up. 
4.40, $7.60 each; 30 x 4.50, $8.90; 29 x : ; 
5.75, $10.05; 30 x 4.75, $10.35; 29 x 5.00, Retail dealers serving the country trade 
$10.40; 30 x 5.00, $10.75; 31 x 5, $11.20; are the best buyers. 
30 x 5.25, $12.50: 31 x 5.25, $12.90. Six 
ply, 29 x 4.40, $9.75; 30 x 4.50, $11.35; JOBBERS’ Be Ton, TO RE- 
31 'X 5.25, $15.10; 30 x 5.50, $16.45; 32 TAILERS, F.O.8. BOST 
5.77, $18.75; 30 x 6, $16.60; 31 x 6.60, Dampers. — Standard ~ 5%- 
$17. 10; 32 x 6.00, $17.40; 31 x 6.20, in., $1.49 per doz. net; 6 in., $1.58. 








GALVANIZED WARE. — Ash ans, 
garbage cans and, in fact, all kinds of 
galvanized ware are in better demand. 
Retailers are ordering small quantities, 
but are in the market quite often. 


JOBBERS’ a oes TO RE. 
TAILERS, F.O.B. BOST 

Ash Cans.—National De ccnstine & 
Stamping line, No. 171, $3.12 each 
net; No. 181, $3.50: No. 190, $4; six 
ribs, No. 0180, $2.25. Reeves line, in 
lots of 25, No. 260, $1.80 each net: 
No. 26, $3. ‘50; in lots S less than 25 
No. 260, $2 each: No. $3.80. Hill. 
son line, No. 7, $14 er yh net; No. 
1724, $24; No. 1800, 

rag ag | Gans—No. “: $1.05 each 
net; No. 2, $1.44; No. $1. 68; Reeves 
line, 3 y $6.72 per Pe net; 5 gal., 
$9.36; 7 gal., $11.28; 10 gal., $12.84. 
Underground, 11 gal., $9.75 each net; 
13 gal., $12.25; No. 15, $10. Refuse 
container, 14 x 22 in., $11 each net. 


POULTRY SUPPLIES.—The market 
for the many poultry supplies has taken 
on a new lease of life. Incubators and 
brooders are moving in larger volume 
than noted in more than a month. It is 
quite evident that the New England 
poultry raising industry is rapidly ex- 
panding. 


JOBBERS’ ag tate TO RE- 
TAILERS, F.O.B. BOSTON 


Poultry Netting.—From stock, 50 
and 5 per cent discount. For direct 
shipment, f.o.b. mill, freight equal- 
ized with the nearest competing mill: 
galvanized after weaving, 50, 10 and 
5 per cent discount; galvanized be- 
fore weaving, 50, 10, 5 and 10 per 
cent discount. 

Incubators.—No. 40, $1.75 each net; 
style E, No. 14, $11.50; No. 16, $19.25; 
No. 17, $25.73.| No. 1. $26.25: No. 2, 
Hares No. 3, $40.43; No. 4, $47; No. 

Baa — Oil burners, No. 27A, 
200 chicken capacity, $12.25 each net; 
No. 28A, 350 chicken capacity, $14; 
No. 80, 350 chicken capacity, $13.30; 
No. 81, 500 chicken capacity, $15.05; 
No. 101, 500 chicken capacity, $18.50; 
No. 102, 1000 chicken capacity, $22.05. 
Coal burners, No. 117, 350 chicken 
capacity, $11.55; No. 118, 5060 chicken 
capacity, $15.05: No. 119, 1000 chicken 
capacity, $18.55. Electric burners, 
No. 90, 50 chicken capacity, $10.15; 
No. 91, 100 chicken capacity, $13.83; 
No. 92; 200 chicken capacity, $17.33; 
No. 93, 300 chicken capacity, $20.65. 


RADIATOR SHIELDS.—In common 
with merchandise associated with stoves 
and heaters there is a better movement 
of radiator shields out of jobbers’ 
stocks. October was a good month for 
such merchandise. 


JOBBERS’ en: TO RE- 
TAILERS, F.O.B. BOST 

Ree, . — pee sg "adjust _ 
No. 1, a $450; No. 2. ) 
No. 3 i: No $5: No. 5, $5. 50: ro 
6, $6; No. 6b, $6: No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 
30 per cent. These models with 
— humidifiers are $1 extra each, 
list. 

Register shields, Gem No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 


ROOFING MATERIAL.—Although in- 
dividual retail orders for roofing ma- 
terial are generally small there 18 2 
very satisfactory jobbing turnover each 
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especially good this fall. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON: 


Roofing Paper.—Roll, smooth sur- 


face, heavy, $2 per roll net; extra 
heavy, $2.40. Apex, medium, $1.60. 
Battle Axe, light, $1.15; medium, 
$1.45; heavy, $1.70. Mineral surface, 
super quality, red and green, $2.55. 
Balmar, $2.35. 


Building Paper.—Red Star sheath- 
ing, 25 to 35 Ib. to roll, $1.10 per roll 


net; Continental, black, 500 ft. to 
roll, $2.20; 250 ft. to roll, $1.25; red 
rosin, $61 per ton. Deadening felt, 
$113. Asphalt felt, $75 a ton. 


Shingles.—Hexagon, strip, green, 10 
in., $4.80 per square net; green and 
blue, 12% in., $6.20. Giant individual, 
$9.20. Kolortint, $9.50. Standard green 
and blue, individual, $7. 


SHOVELS.—Furnace scoops are selling 
better than they have in a long time. 
Most of the orders jobbers secure are 
“rush,” an indication that re- 


marked 
tailers were caught short of goods. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Shovels. — Snow, Rugg line, steel, 
long plain handle, round, $4.50 per 
doz.; square, $5; split wood D handle, 
. 78%, $5; iron D handle, No. 79, 
Boss line, long handle, $4.75; iron 
D handle, $6; split wood D handle, 
6.75. 


Scoops.— Massachusetts, D handle, 


hollow back or strapped back, No. 2, 
$16 per doz. list; al wd No. 4, 
$17.50; No. 5, $18. 25; 6, $19; No. 7, 
$19.75. Ames i ne 2, $24.70 per 
=e. list; No. 3, $25.45; No. 4, $26.20: 
No. 5, $26.95; No. 6, $27.70; No. 7, 


week. The demand for papers has been 


| 


| 
| 


$28.45. 


For polished scoops add $2.2 
per doz. Discount 25 and 10 per cent. 
Spades.— Massachusetts, plain back, 


polishde, No. 2, $17.50 per doz. list; 
B, molder, polished, No. 2, $17.50. 
Ames line, plain back polished spade, 
No. 2, $26.20 per doz. list; B, molder, 
polished, No. 2, $26.20. Discount, 25 
and 10 per cent. 


cent. 
noted in many months. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. BOSTON 


Steel Wool.—In 1 lb. packages, No. 
38¢. each net; No. 0, 22c.; No. 1, 
; No. 3, 18c.; No. 3,. 17. 





00, 
20c. 


STORM WINDOW GOODS.—Many re- | 
been 
pressed for storm window goods the 
At least their urgent ap- 
peal for window fasts and eyes certain- 


tailers unquestionably have 


past week. 


ly suggests so. 


JOBBERS’ iy ELL wd TO RE- 
TAILERS, F.O.8. BOSTO 

Fasts.—Merrill, censor 
per dozen sets net; clamps, 30c. 
pair. Dolver, $1.35 per dozen. 

Hangers.—Stanley, No. 1716J, $9.70 
per gross sets net; No. 1728Z, $5.97 
per dozen. 

Eyes.—Standard $1.05 per 
100 count net. 


$6.7 75 
per 


makes, 


WATCHES.—AIll kinds and makes of 
watches are selling for immediate and 
The Ingersoll in- 
terests have placed on the market a 


future retail wants. 








ATLANTA, GA., Nov. 7.—The dullness that has existed with At- 
lanta jobbers for the past few weeks has shown signs of improve- 
A slight pick-up in sales has been reported as cotton is mar- 
keted and seasonal activity becomes more marked. Weather condi- 
tions have been favorable for the harvesting of crops and with the 
out-turn being slightly better than expected there appears to be a 


ment. 


Atlanta Jobbers Report Improved Business 
Conditions——Holiday Goods Active 


(Atlanta office of HARDWARE AGE) 


decidedly better sentiment among the trade. 


Holiday goods still show activity and as the holiday season opens, 
no doubt, stocks in general with retailers will reflect a healthy con- 


dition. 


Collections are reported as fair, although a slight improvement is 


noted. 





AUTOMOBILE ACCES SORIES.— 
Sales show fair activity, while prices 
are unchanged and stocks are reported 
as full. 

Mansfield Balloon Tires.—29 x4.40- 


a vey $8; 29 x 4.75-20 in., $10.05; 30 

25-20 ‘in., $12.50; 31 x 6. -21 in., 
$12, 90; 31 x ot 19 in., $17.10; 32 x 
6.00-20 in., $17. 


Mansfield High rere Tires.—30 
X 3% CL, $5.45; x 3%: extra size, 
$7.25; 30 x 3% ry $9. 
omer above carry a : per cent dis- 

Weed and Rid-O-Skid tire chains 
are quoted at list less 30 per cent in 
quantities of less than 12 pairs. Less 
% per cent in quantities of 12 to 49 
Dairs. Less 40 per cent in quantities 
of 50 pairs or more. 

Champion Spark Plugs.—No. X, 45c. 
a 0. 5, 538c. each; No. 6, 53c. 








... Automobile Pumps.—No. 

, $1.35 each; No. 5, $1.50 each. 

we Jacks.—No. 610 Walker, 
75c. each; No. 600 Walker, 90c. each; 
No. 1 Walker, $2.10 each; No. 515 
Walker, $2.40 each. 

Klaxon Automobile Horns.—No. 3 
hand, $4 each list; No. 11 battery, $4 
each list; No. 8 battery, $3.50 each 
list; No. 12 battery, $5 each list; No. 
15 battery, $6.75 each list. Klaxon 
horns less 35 per cent; in lots of 12 
less 40 per cent. 


AXES.—Business is good on axes as 
seasonal weather stimulates activity. 


Prices are firm and stocks ample. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Single bit, first quality, unhandled, 
$14.75 per doz.; ; first quality, handled, 
$19.25 per doz.; single bit, second 
ae, unhandled, 18.50 per doz.; 

single bit, second quality, handled, 
$17 base. 


STEEL WOOL.—Jobbers have marked 
down prices on steel wool about 10 per 
This price change is the first one | 


| WEATHER’ STRIP.—Weather 
during the past week sold very freely. 


and two with radial. 


each net and retails at $3.50. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. BOSTON 

Watches. —Ingersoll line plain dials, 
$1.02 each mae Eclipse, $1.67; Junior, 
$2.17; Mid t, $2. 17; Wrist, $2. 33; with 
radiolite ae Yankee, $1. 50; Two in 

ne, $1.67; Eclipse, $2.17; Midget, 
$2.50; Wrist, $2.67; Waterbury Chro- 
mium, plain dial, $3.33 each net; 
radiolite dial, $4. New Haven line, 
Tip Top, plain, $1 each net; radium, 
$1.48; Tip-Top, wrist, plain, $2.29; ra- 
dium, $2.62. New Haven, 95c. Sports 
timer, $1.65. 





new traveler’s watch with a folding 
case, in six colors, four with plain dials 
The plain dial 
cost the retailer $1.84 each net and re- 
sells at $2.75, and the radial dial $2.33 


strip 


Average individual retail orders were of 


good size. 


JOBBERS’ bp age ed TO RE- 
TAILERS, F.O.B. BOST 

Weather Strip. pens tong aid and 
felt, Nos. 60 to 65, in full bale lots, 60 
and 10 per cent discount; Clincher 
double contact, Nos. 7 to 75, 50 10 and 
5 per cent discount. Economy metal, 
24 cartons to the case, for windows, 
36 x 36 x 36 in., $27.36 per case net; 
42 x 42 x 42 in., $31.68. For door, 36 
x 84 in., $28.80 per case; 42 x 84 in., 
$30.96. Home Comfort, 500 ft. reels, 
maroon, $4.20 per 100 ft.; white, $5. 
Victor, flexible felt, 20 per cent off 
the list. Spring bottom strips, 32 in., 
$5 per doz.; 36 in., $5; 42 in., $5.65. 
Axtell, all metal, 36 in., $6 per doz.; 














extra fixtures, $4 per doz. 


BATTERIES.—Improvement 


is noted 


on this line, as sales show good de- 


mand, 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 


Broken Full 
Packages Packages 
ee ee $2.53 $2.33 
Se PRETO e eee ee 3.58 3.33 
ES TEED 2.06 1.92 
Ne) eee eee 3.00 2.80 
SS, Sa ee 1.32 1.14 
DM PEM a evsccedsaeses -42 .39 
Ba eee 1.05 97 
- i eer 1.40 1.30 
i Sk (eee eres eae 1.40 1.30 
Pe eee nanioekes 2.06 1.92 
No. 6 telephone type, $30 per 100; 
No. 6 ignition type, $32.50 per 100. 


Flashlight Batteries.—No. 935, $9.25 


per 100; No. 950, $9.25 per 100; No. 
790, $18.50 per 100; No. 705, $27.50 per 
100: No. 750, $18.50 per 100; No. 761, 
$25 per 100. 

Multiple Hot Shot Batteries.—No. 
1461, 4 cell, $1.67 each; No. 1661, 6 
cell, $2.37 each. 


BOLTS, NUTS 


AND RIVETS.—This 


line is steady with fair demand. Prices 
remain the same, with adequate stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Carriage and machine bolts are list 
less 60 per cent. Nuts list less 60 per 
cent. Stove bolts less 75 per cent. 
Tire bolts less 50 per cent. Lag bolts 
60 per cent. Rivets, large, $4 base 
per 100 lb. Small wagon rivets at 60 
per cent. 


BUILDERS’ HARDWARE. 





is fair, as building still shows some ac- 
tivity. Jobbers seem to have full stocks 


while prices remain unchanged. 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
Ball tip plated steel butts, dull 
brass or old copper plated, in less 
than case lots, 3 x 3, $20 per 100 pair; 
3% x 3%, $21 per 100 pair; 4 x 4, $28 
per 100 pair. Plain steel butts with 
loose pins, size 2 x 2, $1.05 per doz. 
pair; 2% x 2%, $1. 20 per doz. pair; 
3 x 3, $1.30 per doz. pair; 3% x 3%, 
$1.65 per doz. pair; 4 x 4, .30 per 
doz. pair; 4% x 4%, $3 per doz. pair. 
Hinges, heavy_ strap, ~1y 4 in., 95c. 
per doz. pair; 5 in., $1.25; 6 in., $1.50; 
in., $2.50; 10 in., $4. oy "12 in., $6. 85 
~~ doz. pair. Heavy tee hinges, 6 
$1.40 per doz. pair; 8 in., $2. Ex- 
tra, heavy tee hinges, 8 in., $3; ‘10 in., 
tv. 


CLIPPERS.—Business on this item 
is slow, while stocks are reported as 
complete. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 

No. 1 Stewart horse clippers, $14 
each, less 33%, with repairs at the 
same discount. Brown & Sharpe, 
bessant and narrow blade, $4.50 per 
pair, less 25-10; American Gentleman, 
$3, less 33%. 

CLOCKS.—There continues to be good 
business in the clock line, as jobbers re- 
port nice volume and well assorted 
stocks. 

JOBBERS’ git A TO RE- 
TAILERS, F.O.B. ATLAN ,» GA.: 

Alarm clocks, Big Ben, Ae: 29: same 
luminous, $3.16; Baby Ben and Baby 


Ben luminous ‘take same respective 
same Ilumi- 


prices; “i Hur, $1.76; 
nous, $2.4 
Blue Bird, luminous dial, $1.76; 


Sleepmeter, $1.40; 


Blue Bird, $1.22: 
$2.10; 


Sleepmeter, luminous dial, 
American, $1.05. 

Auto clocks, Westclox, plain. $1.76; 
same luminous, $2.46. 


COAL TONGS.—Seasonal weather has 
opened the demand for this item and 
they are moving in fair volume. 


JOBBERS’ QUOTATIONS TO RE.- 

TAILERS, F.0.B. ATLANTA, GA.: 
No. 45 coal tongs, $3 doz.;- No. 25 coal 
tongs, $4 doz.; No. 214 coal tongs, 
$3.50 doz. 
COTTON COLLARS.—Business is still 
good on this item, while stocks are ade- 
quate. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Old Beck cotton collars, $7 per doz.; 
Lankford cee cotton collars, $9: 
Lankford, $10.5 

Collar Pads. 2 in. Red Edge Old 
Gold 4 hook pads, 
base; 11 in., $4 per doz., base; 
size is considered base. Add 15 cents 
per dozen for each size larger and 
deduct 15 cents per dozen for each 
size smaller. Striped tick collar pads, 
$6.25 per doz., all sizes. 


CUTLERY.—Holiday buying continues 
to make this line active and jobbers re- 
port nice volume. 


DIGGERS.—This line is moving slow 
and jobbers’ stocks are broken, but 
prices firm. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Post hole diggers are quoted from 
stock from $14 up, according to kind 
and grades. 


FIRE SHOVELS.—Seasonal weather 
has made this line active and jobbers 
report good business. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
No. 7 fire shovels, 7-16 x 24, $3 doz.; 
No. 80 fire shovels, 7-16 x 24, 60c. doz.; 
solid steel union, $4.50 doz.; No. 25 
galvanized, 20 in., 75c. doz. 


FIRE POKERS.—Orders are good and 
jobbers roport healthy stocks. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
No. 10% pokers, 4% x 20, 85c. doz.; 
No. 10 pokers, 4% x 20, 85e. doz.; No. 
10 pokers, % x 26, $2 doz. 










GALVANIZED WARE.—Orders con- 
tinue to show good demand and jobbers 
have well assorted stocks. Prices have 
not changed. 
JOBBERS’ era tate TO RE- 
TAILERS, F.O.B A, GA 
Coal abn. th =? rH per ions 
No. 18, $5.50 per doz.; No. 17, $5 per 


doz. 
Water Pails.—8 qt., $2 per doz.; 10 
$2.60 per 


qt., $2.20 per doz.; 12 qt., 
doz.; 14 qt., $2.85 per doz. 

Wash Tubs.—No. A, $4 per dozen; 
No. 0, $5.10 per doz.; No. 1, $6.50 per 
doz.; No. 2, $7.25 per doz.; No. 3, 
$8.50 per doz. 

Garbage Cans and Pails.—No. 00 
Pails, $6.50 per doz.; No. 0 pails, $7.75 
per doz.; No. 1 pails, $11. 50 per doz.; 
No, 2 pails, $13 per doz.; No. 66 cans, 
$17 per doz.; No. 77 cans, $19.50 per 
doz.; No. 88 ‘cans, $23.50 per doz.; No. 
150 cans, $42 per doz.; No. 180 cans, 
= 50 per doz.; No. 210 cans, $60 per 


Light Well Buckets.—10 gqt., $4.50 
per doz.; heavy well buckets, ‘10 at., 
$5.50 per doz. 

Oil Cans.—1 gal., 
$7.50 per doz. 


$3 per doz.; 5 gal., 


LADDERS, STEP.—The demand for 
this line is not very good, but reports 
show adequate stocks. 
JOBBERS’ gyorArion? TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 
Competition grade, é &.. $1 each; 
5 ft., $1.25 each; jh 50 reach; 8 
ft., $2 each. 


LANTERNS.—The demand is good and 
stocks are well assorted, with prices 
firm. 

JOBBERS’ gobo A TO RE- 


TAILERS, F.O.B. ATLA A, GA.: 
Monarch, $8.25 per a DeLite, 
$13.50; No. 210, $7.50; No. 150, $8.50: 


No. 160, $12; No’ i60BR, brass fount 
and red frame, $18. 


NAILS.—Orders are steady and prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 
$3.25 per keg, base, is quoted, 1% 
in. polished staples, $4.25 r keg; 
Mi in. galvanized staples, $6.50 per 
eg. 


POULTRY NETTING AND _ SUP- 
PLIES.—Business continues to be fair 
and jobbers show ample stocks and 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA 

Hexagon and straight line netting 
at list as follows, for No. 20 gage: 
galvanized before weaving, 12 x 1, 
$4.95 per roll; 18 x 1, $7.12 per roll; 
24 x 1, $9.08 per roll; 30 x 1, $10.83 
per roll; 36 x 1, $12.38 per roll; 48 x 1, 
$16.50 per roll; 60 x 1, $20.63 per a7] 
Ja & i, § 4.75 per roil; 12 x 
per roll; 18 x 2, $3.08 per roll; 
$3.92 per roll; 30 x 2, $4.68 per roll: 
36 x 2, $5.35 per roll; 48 x 2, $7. 13 
per roll; 60 x 2, $8.91 per roll; 72 x 2, 
$10.69 per roll. The above prices are 
list and subject to a discount of 60 
per cent. 

Drinking Founts.—No. 1, $2 per 
doz.; No. 20, $2.75 per doz.; No. 24, 
$4 per doz.; No. 32, 75c. per doz. 

Feeders.—No. 11, 85c. per doz.; No. 
12, $1.65 per doz.; No. 27, $1.65 per 
doz.; No. 28, $2.50 per doz. 

Double Feeding Troughs.—No. 58, 
$2.50 per doz.; No. 59, $3.60 per doz.; 
No. 60, $4.75 per doz. 

Large Feeders.—No. 140, $9.70 per 
doz.; No. 141, $14.50 per doz. 


ROPE.—Jobbers have ample stocks to 


meet a steady demand. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. ATLANTA, GA.: 

Cotton.—Cotton rope is quoted at 
28c. to 36c. per pound. 

Manila.—% and larger, 25c. per Ib.; 
5%, 26c. per Ib.; 27c. per ib.; %, 28c. 
per Ib.; 5-16, 29c. per Ib.; %, 29c. 
per Ib. 





SASH CORD.—Business is only fair 
and prices are unchanged. 
JOBBERS’ QUOTATIONS TO Re. 


TAILERS, F.O.B. ATLANTA, Ga.: 
No. 8, 36c. per Ib. 


SAWS (CROSS CUT).—This line 
shows a good demand and jobbers have 
well assorted stocks. 


JOBBERS’ QUOTATIONS TO “ 
TAILERS, F.O.B. ATLANTA, GA 


Cross cut me, 5 rm. $6; ¢ 
$7; Ye ' o. $8.10; $9.20; 5% a 
» $3. 45; pee ‘ft., $4. 50; 6 ft. 


SKATES.—This commodity is being 
generously stocked by retailers to meet 
the usual holiday demand. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 


No. 4, child’s size, $18.60 per dozen 
airs; ‘No. ” oy’s, $18.60; No. 6, 
pam $19.8 


STOVES, OIL, COOK.—Orders re- 
ported by jobbers show a good demand 
on this item and it is being met with 
well assorted stocks. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. ATLANTA, GA.: 


Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 


High shelves for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list; 
4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 


Nesco Rockweave wicks, $3 per 
doz. list; chimneys complete, 
each list; glass tanks with valves, 
$1.40 each list. 

3( 


Nesco stoves and repairs take 30 
per cent discount. 


Perfection.—Oil range, white porce- 
lain with built-in oven—No. 339 with 
5 Superfex =~ $143; No. 279 
$123. Stoves—No, 74, 4 burners, $31; 
No. 73, $24.25; No. 1%, $18.50. 

Dealers’ discount on net purchases 
of less than $100, 30 per cent; on all 
net purchases including and follow- 
ing $100 qualifying order, 33% per 
cent. On all purchases amounting to 
$250 or more during calendar year, 
annual bonuses of from 2 per cent 
to 10 per cent will be paid according 
to volume of business. 


Puritan.—Oil range, white porcelain 
with built-in oven, No. 249, $125. 
Stoves, No. 44, 4 burners, $31; No. 
43, 3 burners, $24.25; No. 42, $18.50. 

Puritan discounts the same as on 
Perfection stoves. 

Puritan Pressure-gas (Gasoline).— 
White porcelain range with built-in 
oven, No. 759, $132. Stoves.—No. 714 
4 burners, $39; No. 713, $34; No. 703, 
3 burners, $27.25. 

Discounts same as on Perfection 
stoves, 

Ovens, Perfection.—No. 211, 1 bur- 
ner, plain door, $2.60; hy 211G, glass 
door, $2.85; No. 122G, 2 burner, glass 
swing door, $6.50. 

Puritan.—No. 42G, 2 burner, glass 
drop door, $5.75; No. 42, 2 burner, 
steel drop door, $5.50. 

Dealers’ discount on Perfection and 
Puritan ovens the same as on Per- 
fection stoves, 

Wicks.—Oil Stove Wicks.—Vlerfec- 
tion and Puritan, $3.75 per doz.; $45 
per gross. 


Dealers’ discount the same as on 
Perfection stoves. 

Perfection. — Portable kerosene- 
burning room heaters, No. 86, 


green porcelain, Pyrex globe, $17; 
No. 1526, black japan, Pyrex globe, 
$10.25; No. 1530, black drums, nick- 
eled trimmings, $9.50; No. 525, black 
drums and trimmings, $7.50. 

Dealers’ discounts the sam 
Perfection stoves. 


as on 
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JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. ATLANTA, GA.: 

Victor No. 0C, $1.10 per doz.; No. 
1C, $1.38 per doz.; No. 144C, $2.24 per 
doz.; No. 2, $3.36 per doz.; No. 3, $5.49 
per doz.; No. 4, $6.71 per doz. 

Cage mouse traps, $4.50 per doz.; 
rat traps, $8.75; No. 2, $11.50. 

Victor flap mouse traps, 25c. per 
doz.; rat traps, $1.00; 4 hole wood 
choker traps, $1.25 per doz. 


WHEELBARROWS.—Orders show that 
this line is in demand. Jobbers have 
fair stocks. 

JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.0.B. ATLANTA, GA.: 

No. 5 wood, $3.50; No. 75, $6.50; 
No. 55 tubular, $3.50; No. 163 tubu- 
lar, $6.50. 

WIRE PRODUCTS.—Business in these 
lines is only moderately active and 
prices remain steady and unchanged. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 


STOVE PIPE.—Stove pipe is in good 
demand and prices are firm, with ample 


stocks. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. ATLANTA, GA.: 
Smith Multi.—29 ga. 5 in., $12.25 
per 100 yds.; 6 in., $13.00 per 100 yds.; 
$15.00 per 100 yds.; 7 x 6, $16. 00 
per 100 yds. 
Retr —One 
, $1.35; 5% in., 
7 ‘a. $2.00 


TRACE CHAINS.—Sales show fair ac- 
tivity and prices remain unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. ATLANTA, GA.: 
Per 100 Lbs. 


piece corrugated = 5 
$1.40; 6 in., $1.50; 


TRAPS.—Dealers are placing orders 
for traps and business is very good. 








Galvanized 
Per 100 lb. 


Black 
Per 100 Ib. 


Plain Smooth Wire 


—Per 80- rod spool; 
2-point light 
$3.40; 


20-rod 
939-11, 


Barb Wire. 
point light cattle, $2.50; 
hog, $2.75; 4-point heavy cattle, 
4-point heavy hog, $3.60. 

een Wire Fence.—Per 

26-14, i. at 12, $6; 

é : 1446-12, 

Poultry and Rabbit. —14 gage fence 
per 10-rod roll, 1635-14, $4; 1918-13, 
$4.85; 2158, $5.50. 

Steel Fence Posts.—‘T”’ galvanized, 
& £t., 55c. each; formed painted, 35c. 
each; ‘“T”’ galvanized, 6% ft., 65c. 
each: formed painted, 45c. “each: ee 2 
galvanized, 7% ft., 70c. each; formed 
painted, 50c. eac ch; hie’ ens galvanized, 
8 ft., 75c. each; formed painted, 55c. 
each. 

Wire Screen.—12-mesh, black, $1.85 
per 100 sq. ft.; 14-mesh galvanized, 
$2.60 per 100 sq. ft.; 16-mesh, gal- 
vanized, $2.90 per 100 sq. ft.; 16-mesh, 


bronze, $6.50 per 100 sq. ft. 





Cold Snap Accelerates Demand for Winter 
Lines at Chicago—Steady Prices Prevail 


(Chicago office of HARDWARE AGB) 
CHICAGO, Nov. 7.—The first few days of brisk winter weather 
have served to stimulate activity in winter lines, which are moving 
in increased volume, from Chicago jobbers. Somewhat better demand 
is also apparent in the call for staple items. For, perhaps, the first 


time in history business here has not felt any appreciable reaction 


from the political campaign. 

Improved demand is noted for: anti-freeze mixtures, auto chains, 
gloves, coil chain, winter sporting goods, window glass, hunting 
clothes, oil heaters, furnace scoops, saws, stoves, stove goods, weath- 
er strip and window ventilators. 

Prices are firmer, with advances soon possible on: bicycles, coil 
chain, window glass, rubber covered wire, solder and babbitt. 

Manufacturers have already served notice that sisal rope prices 
have been advanced, effective No. 1. New lists announce an ad- 
vance of 14c. per pound on all sizes of first quality sisal rope, and an 
advance of 114c. per pound on all sizes of competitive grade sisal. 
Local jobbers, however, have not as yet changed their prices in ac- 
cordance with the new lists. Prices on the competitive grade of 
sash cord were recently advanced 2c. per pound. Prices on turpen- 
tine have been advanced 2c. per gallon and denatured alcohol was ad- 
vanced 314c. per gallon. 

Jobbers have, so far, been unable to replenish their stocks of “A” 
quality window glass, as factories are behind with production. “B” 
grade is available in any quantity for immediate shipment. 

Reports from farming sections continue to have favorable aspects. 
Cattle growers and feeders, especially, seem to occupy a very favor- 
able position at present. 

The steel industry in the Chicago district is holding its own. Pro- 
duction averages 85 per cent capacity, and the prospects are encour- 
aging. Strength is apparent in steel prices. Local jobbers of steel 
sheets have opposed the recently reduced discount of 14 of 1 per 
cent established by manufacturers, with the result that Chicago 
jobbers are offering the old discount of 2 per cent, 10 days, to deal- 
ers. Orders are, of course, being largely influenced by the 114 per 
cent difference. 

Collections remain fair, though somewhat improved. 





AUTOMOBILE ACCESSORIES. — The 
demand for winter items, especially 
chains and anti-freeze solution, is show- 
ing material improvement. Prices re- 
main steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Spark Plugs.—Splitdorf, for Fords, 
50c. each; regular, 58c. each; Cham- 
pion X, 45c. each; Champion Blue 
Box Line, 53c. each; A. C. 53c. each; 
lots of 100, 50c.; A. C. Special Ford, 
36c. each. 

Spot Lights.—Appleton, 3280, 
$6.50 each. 

Chains.—Non-skid, 
35 per cent discount. 

Jacks.—National Standard, 
$1.30 each. 

Pumps. 
$1.85 each. 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; hea duty, $12.10; tires, 29 x 
4.40, $8; 32 6.20, heavy duty, $17.40; 
tubes, 30 x 3%, $1.40; balioon tire 
tubes, gray, 29 x "4. 45, $1.65; 32 x 6.20, 


No. 
dozen pair lots, 
No. 21, 


— Rose, 1% in. cylinder, 


AXES.—Sales are somewhat more ac- 
tive. No price changes are anticipated 
this year. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Handled axes, first quality, single 
bit, 3 to 4 Ib., $18 to $20 per doz.; 
double bit, 3 to 4 Ib., $23 to $25 per 
doz.; handled axes, service grade, 
single bit, 3 to 4 lb., $15 per doz.; 
Boy Scout axes, $11.50 doz.; motorist 
hand axes, $12 doz. 


BICYCLES.—Excellent demand is re- 
ported on juvenile models for the holi- 
day trade. Prices are firmer. Small 
advances are possible. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

Double Bar Moto-Bike Model, 
$26.25; ladies’ model, $25.90; girls’ 
and boys’ juvenile model, $23.60. 


BOLTS AND NUTS.—Usual demand. 
Prices are steady, with no changes ex- 
pected. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Carriage bolts, cut thread, 60 per 
cent discount; small carriage bolts, 
rolled thread, 60-10 per cent discount; 
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JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CHICAGO: 

Flat bright screws, 4714 per cent; 
round head blued, 42% per cent; flat 
head —— 42% per cent; round head 
prass, 3744 per cent. 

SHOVELS AND SCOOPS.—Demand is 
good for grain scoops. Snow shovel 
futures are fairly active. Prices are 


unchanged. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CHICAGO: 

No. 2 shovels, my a grade, 
polisher, $14.50 per doz.; No. 2 shov- 
els, common grade, polished, $12.50 
per doz.; No. 10 grain scoops, pol- 
ished, $15 per doz.; No. 12 grain 
scoops, polished, $16 per doz.; D 
handle furnace scoops, intermediate 
grade, $8 per doz.; D handle furnace 
scoops, competitive grade, $5.25 per 


doz. 
Snow shovels, black, long handles, 


steel, $4.40 doz. Galvanized, 17 x 16 
in. blade, $10 doz. 


SOLDER AND BABBITT.—No price 
changes this week, although tin is 
somewhat higher. Sales are normally 
active. 
JOBBERS’ y Ply ed TO RE. 
TAILERS, F.O.B. CH 


Warranted 50-50 eg “im per 100 
lb; medium 45-55 solder, $33 per 100 
lb.; tinners, 40-60 solder, $30.50 per 
100 Ib.; high speed babbit metal, $20 
per 100 lb.; standard No, 4, babbitt 
metal, $12 per 100 Ib. 


STEEL SHEETS.—Manufactlrers re- 
port active buying, with stronger prices 
in sight. Opposition to the reduced 
(% of 1 per cent) manufacturers’ cash 
discount results in 2 per cent 10 day 
terms still being used by local hard- 
ware jobbers on these lines. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO: 
$4.65 


24 gage galvanized sheets, 





per 100 lb.; 24 gage black sheets, 
$3.80 per 100 Ib. 


STOVES.—Excellent demand 
ported for parlor heaters. 
changes are anticipated. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

Crusader black finished parlor 
heater, $19.50 each; Crusader porce- 
lain enamel finish, $26.50 each; Tap- 
pan wood Cola Parlor heater, $51.25 
each; 16 in. Economy, $66.95 each; 
Economy, $72.45 each; oil heater, 12 
in., $6 each; oil heater, 14 in., $8 each; 
oil’ heater, 16 in., $9.50 each; oil 
heater, 18 in., $11.50 each; hot blast 
with mica door and ashpan, nickel 
trim, 12 in., $11.30; 14 in., $12.70; 16 
in., $14.65; 18 in., $1 6.65. 


is 


STOVE GOODS.—Demand is good. The 
stimulated activity. 


cold snap has 
Steady but firm prices prevail. 


JOBBERS’ gt h tS y > & TO RE. 
TAILERS, F.O.B. CHICAG 

Coal hods, galvanized, ng in., $4.50 
to $5 doz.; dampers, reversible spin- 
dle, 6 in., $1.25 doz.; dampers, non- 
reversible spindle, 6 in., $1.15 doz.; 
elbows, 28 ga., 6 in., corrugated, $1.35 
doz.; fire shovels, colored handles, 
heavy fine finish, $2 doz.; pipe, 28 ga., 
6 in., 1lc. to 13c. joint; rugs, con- 
goleum stove, 4% x 4%, assortment 
of 6, $8.28 assortment. 


VELOCIPEDES.—Active demand 


noted for this line, as well as for scoot- 
Prices are 


ers and other wheel goods. 
steady. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CHICAGO 


Tubular velocipedes, equipped with 
balloon tires, ball bearing wheels, 18 
in. front wheels, 12 in. rear, $7. 25 
each; 22 in. front wheels, 14 in. rear, 
$9.25 each. 


VENTILATORS.—Improved 
No price changes. 


re- 
No price 


demand. 


is 





JOBBERS’ ge apttte 4 TO RE. 
TAILERS, F.0.B. CHICAG 

Diamond E—Metal frame ade ven- 
tilators, 8 in. hgt. opening, 
33 in., $4.40 dozen; 20 in. 
$4.80; 11 in. hgt. opening 
x 33 in., $5.20 doz.; 20 in. x 38 
$5.60 doz. Continental, steel frame 
cotton cloth; 833, $4.50 doz.; 837, 
$4.75 doz.; 1137, $5.50 doz.; 1145, $6.30 
doz. Continental, wood frame cotton 
cloth; 836, $3.60 doz.; 937, $4.50 doz.; 
1537, $5.85 doz. 


WAGONS.—Active demand at steady 
prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CHICAGO: 

1444 x 331% steel wagon, 10 in. disk 
wheel, % in. tires, $3 each; 16 x 36 in. 
wood wagons, 10 in. wheels; % in. 
tires, $2.85 each. 


WEATHER STRIP.—Good demand 
reported. No price changes. 


JOBBERS’ ye tp brity ene d TO RE. 
TAILERS, F.O.B. CHICAG 

Home Comfort, $32 = 1000 ft.: 
Nu-Strip, $15 per 1000 ft.; Bomeco, 
type, A, % in., $2.40 per 100 ft.; Bo- 
pg type B, 1% in., $3.20 per 100 

Bomeco, type AR, % in., $2.40 per 
16 ft. Bomeco, type BR, 1% in., 
$3.20 per 100 ft. Tac-Ezy, 36 x 36 
window, 90c. each; Tac-Ezy, 42 x 42, 
$1 each; Tac-Ezy, 3 x 7 ft. doors, 
$1.25 each. 
WINTER SPORTING GOODS.—The 
demand for ice skates, skis and hockey 
sticks is improving. Football and box- 
ing glove sales are fair. Prices show no 
change. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CHICAGO: 

Official stemless waterproof foot- 
balls, $2.95 each; Amateur footballs, 
$1.15 each; Prep footballs, $1.70 each. 
Good quality curled hair filled boxing 
gloves, padded cuff, $4.35 set 

Sleds.— Flexible Flyer sleds, 
cent off list. 


35 per 





Cincinnati Hardware Trade Takes 


Upward Turn—Prices Stable 


CINCINNATI, Nov. 6.—Another upward turn in business is re- 
ported by local hardware jobbing houses. 
substantially better than in September and were slightly ahead of 
those in the corresponding month of 1927. 
ings in the first ten months of this year with the same period last 


(Cincinnati office of HARDWARE AGE) 


year shows only a trifling difference. 


Much of the improvement has been due to increased demand 
for seasonal merchandise, but to attribute the entire betterment 
to that factor would not be taking into account the good movement 
Outstanding in volume of orders have been radio 
Building permits in this city for the first ten 
months of 1928 parallel those for the twelve months of 1927, a 


of shelf goods. 
batteries and tubes. 


gain which carries significance. 


Notable in the local market has been the stability of prices. 
There is scarcely an item which has changed in the past two weeks. 
Retail hardware business has been fairly good, especially in the 
Collections are regarded as moderately satisfac- 


rural districts. 
tory. 





ANTI- FREEZE SOLUTIONS.—The 
cold snap of the past few days has 
wrought a call from many dealers for 
delivery of stock which had a delivery 


date about two weeks hence. 
are firm and unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 


Sales in October were 


Comparison of book- 


Prices 





Alcohol Glycerine.—In 1 gal. cans, 
1.31 per gal.,*or $14 per doz. gal.; in 
5 gal. cans, $1.24 per gal. for one to 
three cans, $1.10 per gal.; for three to 
five cans, $1.07 per gal., for six or 
more cans; in 50 gal. drums, 95c. per 
gal. for from one to four drums; 92c. 
per gal. for five drums or more. 
Eveready Prestone.—1% gal. cans, 
$3.80 per gal. or $3.60 per gal. in cases 
of 4 cans; 1 gal. cans, $3.80 per gal., 
or $3.60 in cases of 6 cans; % gal. 
cans, $4 gal., or $3.80 per gal. in cases 
of 12 cans. 
Ivo.—In 3% 
drums and in 
per gal. 
Alcohol.—In 1 to 4 drums, 6lc. per 
gal.; in 5 to 9 drum lots, 59c. per gal., 
in 10 drum lots or over, 57c. per gal. 
Note.—There is a charge of $6 per 
drum, but this is rebated when the 
drums are returned. The capacity of 
the drums is 53 gal. 
Alcohol in 1 gal. cans, 85c. per gal.; 
in case lots of 10 cans each, 83c. per 
gal.; in 5 case lots, 8lc. per gal. 


AUTOMOBILE ACCESS ORIES.— 
Business has held up fairly well in the 
past two weeks. Tires and tubes have 
moved in fair volume and winter items 
are beginning to sell better. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Tires and Tubes.—Mansfield tires, 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32 x 4 Liberty, 
$10.20; heavy duty, $12.10; balloon 
tire, 29 x 4.40, $8; 30 x 5, $13; 32 x 6, 


gal. 
si. 80 


cans, in 


gal. 30 
drums, 


55 gal. 




















is 
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heavy duty, $17.40; 32 x 6.20, heavy 
duty, $24.85; tan tubes, 30 x 3%, $1.40 
32 x 4, $2. 40; 34 x41, $2.80; balloon 
tire tubes, gray, 27 x 4.40, $1. 55; 29 x 
$4.40, $1.65; 32 x 6, 65, 

Tire Chains.—Tire “chains, 35 per 

cent off list; in lots of 12 pairs or 
more, 40 per cent. 
BOLTS AND NUTS.—Prices are firm 
and there is not likely to be any change 
in the near future. Orders are of nor- 
mal volume. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Cut thread carriage and machine 
bolts, 60 per cent off list; rolled 
thread carriage and machine bolts, 
60 and 10 per cent off list; stove bolts, 

20 per cent off list; square hexagon 

and tap nuts, 60 per cent off list. 
BUILDERS’ HARDWARE.—While es- 
timated cost of building operations in 
Cincinnati during October is slightly 
below that for the same month last 
year, the total for the first ten months 
of 1928 approximates that for the en- 
tire twelve months in 1927, according 
to a statement made by the local Com- 
missioner of Building. Local jobbers 
are doing a fairly good business. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Sash Weights.—Sash weights, $1.75 
per doz. 

Inside Sets.—Square bevel 
sets in case lots, $4.75 per doz. 

Butts.—3% in. old copper and dull 
brass butts, 17\%c. per pair in case 
lots; sand blast brass finished butts, 
23c. per pair in case lots. 

BOYS’ WAGONS.—Orders have been 
fair in the past two weeks and dealers’ 
stocks are considered adequate. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Bunny wagon, 85c. each; greyhound 
No. 483, $3.10 each; greyhound No. 
493, $2.85 each; greyhound No. 497, 
$3.75 each; greyhound No. 697, $4.45 
each; speedhound No. 293, $3.25 each; 
scooter No. 108, $1.15 each; scooter 
No. 109B, $2.60 each. 

COAL HODS.—This item is moving at 
a moderate rate. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Japanned coal hods, 17 in., $3.35 per 
doz.; 18 in., $3.80 per doz.: di 
vanized coal hods, 17 in., 
doz.; 18 in., $4.85 per doz. 

FIRE SHOVELS.—Dealers are placing 
fill-in orders with local jobbing houses. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

No. 6, 50c. each; No. 5, 70c. each; 
No. 256, galvanized, 80c. each; Never- 
break, $4.25 each; Boss, $1.75 each. 

FLASHLIGHT BATTERIES.—Jobbers 
have had a good call for this line in the 
past two weeks. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

2 cell baby flashlight battery, 13c. 
each; 2 cell tubular battery, 13c. 
each; 3 cell tubular battery, 19 
each; small or large monocells, 6 
each. 

GAME TRAPS.—This seasonal item is 
active at the moment, and dealers are 
carrying normal stocks. 

JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Game traps, No. 1, $1.35 per doz.; 
game traps, No. 1%, $2.44 per doz.; 


game traps, No. 2, $3.36 per doz.: 
game traps, No. 00, $1.10 per doz.; 
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jump traps, No. 1, $1.83 per doz.; 
jump traps, No. 1% $2.81 per doz.; 
double jaw traps, No. 

doz.; double jaw traps, No. 9%, $3.90 


per doz. 
GUNS.—Local dealers are doing con- 
siderable advertising, as the hunting 
season is about to get under way, and 


















this is reflected in the increased inter- 


est shown by the public. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Single barrel shot guns, $6 to $10.75 
each; double barrel shot guns, $13.50 
to $33. 25 each; single shot rifles, $2.12 
to $7.40 each; repeating rifles, $10.20 
to $22.40 each; automatic rifles, $20.36 
each; air rifles, $12 to $40 per doz. 


GASOLINE LAMPS. 
about normal in this line. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Gasoline lamp No. 117, $6. each; 
No. 118, $7 each; No. 119, $8 each: 
gasoline lantern No. 220, $5. 95 each; 
No. 228, $6.30 each; gasoline lamp No. 
C329, $5.50 each; No. P329, $12 each; 
No. B329, $6.75 each; gasoline lantern, 
No. L327, $4.70 each. 


NAILS.—The situation is unchanged in 
common wire nails, which are firm at 


the price given below. 
JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 
Common wire nails, $2.95 per keg; 
cement coated nails, $2.95 per keg. 


OIL AND GASOLINE STOVES AND 
HEATERS. — Dealars are _ stocking 


these products in good volume. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Oil Ranges.—Perfection in white 
porcelain with built-in ovens, No. 
339 with 5 Superfex burners, $140; 
No. 279, $120; Puritan, with white 
porcelain with built-in oven, No. 249, 
$122. 

Oil Stoves.—No. 74 Perfection, 4 
burners, $29.50; No. 73 Perfection, 
$23.25; No. 72 Perfection, $18; No. 44 
Puritan, 4 burners, $29.50; No. 43 
Puritan, 3 burners, $23.25; No. 42 
Puritan, $18. 

Note.—Dealers’ discounts on Per- 
fection and Puritan brands on net 
purchases of less than $50, 30 per 
cent; on all net purchases, including 
and following $50 qualifying order, 
33%, per cent. On all purchases 
amounting to $250 or more during 
calendar year, annual bonuses of 
from 2 per cent to 10 per cent will be 
paid, according to volume of business. 

Gasoline Pressure-Gas Stoves.— 
Puritan No. 714, 4 burners, $38; No. 
713, $33; No. 703, 3 burners, $126.50; 
Puritan white porcelain range, with 
built-in ovens, No. 759, 25 

Ovens. —Perfection, No. 211, 1 burn- 
er, plain door, $2.50; No. 211G, glass 
door, $2.70; No. 1296, 2 burner, glass 
swing door, $6.20; Puritan, No. 42G, 
2 burner, glass drop door, $5.50; No. 
42, 2 burner, steel drop door, $5.25. 

Note.—Dealers’ discount on Perfec- 
tion and Puritan’ovens the same as 
on Perfection stoves. 

Wicks.—Perfection and Puritan oil 
stove wicks, $5 per doz.; $60 per 
gross. (Dealers’ discounts the same 
as on Perfection stoves.) 

Oil Heaters.—Perfection portable 
kerosene-burning room heaters, No. 
green porcelain, Pyrex globe, 
$16.50; No. 1526, black japan, Pyrex 
$9.75; No. 1530, black drums, 
nickeled trimmings, $9.25; No. 525, 
black drums and trimmings, $7.25. 

Note.—Discounts the same as on 
Perfection stoves. 

Nesco Oil Cook Stoves, 2 burner, 
$18.50 each list; 3 burner, $23.50 each 
list; 4 burner, $29.50 each list; 5 
burner, $41.50 each list. 

High sheives for above, 2 burner, 
$5.65 each list; 3 burner, $7 each list: 


4 burner, $8.60 each list; 5 burner, 
$10.50 each list. 
Nesco Rockweave wicks, $3 per 


doz. list; chimneys, complete, $2.50 
each list; glass tanks with valves, 
$1.40 each list. 

Nesco stoves and repairs take 30 
per cent discount. 


PAINT SUPPLIES.—The month of Oc- 
tober proved to be a good period for 
paints because of the favorable weather. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Ready mixed house paints, $2.75 
per gal.; linseed oil, single barrels, 
78c. per gal.; turpentine, in 2 barrel 
lots, 68c. per gal.; white and red lead 
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in 500 Ib. kegs, 13%4c. per Ib. 
per cent. 


RADIO BATTERIES. — Despite the 
popularity of electric light socket radio 
sets, a local jobber declares that sales 
of radio batteries are running ahead of 
those in the fall of 1927. 

JOBBERS’ QUOTATIONS TO RE. 


less 10 


TAILERS, F.O.B. CINCINNATI: 
Net price Net price 
= less eachin 
Stock No. nit Pkg. unit pkgs, 
Super B bat., No. 21308 $3.2 $2.97 
Super B bat., No. 22308 2.22 2.06 
B batteries, No. 10308 281 2.63 
B batteries, No. 2308 1.88 1.75 
B batteries, No. 5308 1.88 1.75 
B batteries, No. 2158 1.31 1.22 
B batteries, No. 2156 1.31 1.22 
C batteries, No. 2370 = 35 
A batteries, No. 6. P 35% 
Note. —Nos. 21308, 5308. 2158 and 


2156 are in unit packages of 5; Nos. 
22308, 10308 and 2308 are in unit 
packages of 6; No. 2370 is in unit 
packages of 10; No. 6 is in unit pack- 
ages of 50. 


RADIO TUBES.—The demand for 
tubes is so heavy that jobbers are hav- 
ing difficulty in keeping dealers fully 
supplied. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 
ge purpose tube, $2. 
each; 199 several purpose ann 
$2.25 each; MX201A general purpose 
tube, $1.50 each; MX201B general 
purpose tube, $2.50 each; MX200A 
detector tube, $4 each; MX240 high 
Mu. tube, $2 each; MxX112A power 
amplifier, $2.75 each; MX171A power 
amplifier, $2.75 each; MX280 full wave 
rectifier, $4.25 each; MX281 half wave 
rectifier, $7.50 each; MX226 amplifier, 
$2.25 each; MY227 detector, $4 each. 


REGISTER SHIELDS.—Business has 
been well maintained in this commodity. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. CINCINNATI: 

Gem copper floor register, $12 per 
doz.; Gem copper wall register, $6 
per doz.; Star japanned floor regis- 
ter $10 per doz.; Star japanned wall 
register, $5.20 per doz. 


ROPE.—Prices here are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Ocean Manila rope, 22\%4c. per Ib.; 
Sisal rope, 14c. per Ib. 


ROLLER SKATES. 
normal in this product. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. CINCINNATI: 
Nos. 4 and 5, $1.35 per pair; No, 6, 
$1.43 per pair. 
ROOFING MATERIAL. — While the 
season is drawing to an end, October 
sales were of fair proportions. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Roofing Paper.—Light, standard, 
$1.10; medium standard, $1.30; he avy 
standard, $1.60; light Holdfast, $1.25; 
medium Holdfast, $1.70; heavy Hold- 
fast, $2.05; K red and green slate 
surface, $2.15. : 

Roofing Coating.—Coal tar, refined, 
in barrel lots, 25c. per gal.; in half 
barrel lots, 28c. per gal.; coal = 
crude, in barrel lots, 24c. per gal.; 
half barrel lots, 26c. per gal. 

Roofing Cement.—Liberty, 
Ib., 12%4c.; in 5 Ib. cans, 94%4c. per 
in 10 lb. cans, 9c. per Ib.; in 25 Ib. 
cans, 8c. per lb. Certain- teed cement, 
36 Ib. to the case, $4.25 per case; in 
5 Ib. cans, 12 cans to the box, 8c. 
per Ib.; in 10 Ib. cans, 6 cans to the 
box, 7%4c. per Ib. 


SANITARY PRODUCTS.—In this line 
there has been no change of conse- 
quence. Business has continued at 4 
fair level and dealers are well supplied 
with stocks. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Desolvo special pipe cleaner, 10 02. 
size, less than case lots, $2.25. per 
doz.; case of 3 doz., $2.15 per doz.; 
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It doesn’t take much of your clerk’s 
time to sell nails. If the customer asks 
for tenpennys he gets them. He knows 
what they are and he doesn’t have to be 
convinced. 

It’s the same with Remington Game 
Loads—quick turnover and no time lost 
in making the sale. There’s no discus- eee 
sion about the best load for a certain kind i a Remington 3 | 
of game. The name of the game on the a 
box tells the whole story. A clerk who 
never shot a gun can sell them, and the 
customer knows he’s getting what he 
wants. 

Now’s the time of the year that dealers 
realize what a wonderful thing Reming- 
ton did for them in putting out Game 
Loads. Now’s the time that dealers with 
ample stocks are cashing in on them. 

You don’t need any other shotgun 
shells. Simplify your stocks and cut down ‘ =e 
your investment by standardizing on ' — >» a 
Remington Game Loads—the largest sell- \ ZS 
ing line on the market. 











President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City Telephone, Bowling Green 3392 
Manufacturers of Arms, Ammunition, Cutlery and Cash Registers 
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and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz.; 
and gross lots, $6.50 per doz. 

Kloset Klean, 22 oz. size, less than 


case lots, $2.25 per doz.; case of 2 
doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 


Tubola, 12 oz. cans, less than case 
lots, $2.25 per doz.; case of 2 doz. 
cans, $2.15 per doz.; gross lots, $2 
per doz. 

Chaco boiler liquid, single quarts, 
$2.50; half dozen quantity, $2 per aqat., 
and dozen quantity, $1.75 per at. 

Presto Products.—Oil soap. 16 02. 
size, $2.60 per doz.; bowl cleaner, 22 
oz, size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz. ; Silvershyn, 4%, oz. size, 
1.80 per doz.; Wate rless. cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner, 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Lustre, 
6 oz. size, $2.60 per doz.: 12 oz. size, 
$4.32 per doz.; 16 oz. size, $5.40 per 
doz., and Dry Cleaner, 8 oz. size, 
$3.60 per doz. 

Hercules tile and porcelain clean- 
er, $2 per doz.; in gross lots, $1 per 
0z 


Hercules Radiator Stop Leak, 8 oz. 
cans, 1, 2 -_ 3 doz. cans toa carton, 
$3.50 per do 

Hercules an liquid, quart cans, 
$1.50 each. 

Economy plumber, drain pipe 
cleaner, $2 per doz, 1-lb. cans. Same 
in 2-lb. cans, $3.90 per doz. The 1-lb. 













size is packed 1, 2 and 3 dozen to a 
carton. The 2-lb. size is packed in 
1 and 2 dozen cartons. 


SCREWS.—While some manufacturers 
have boosted prices, local jobbers have 
not disturbed their schedules. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Flat head bright screws, 60 and 5 
off list; flat head blue screws, 60 off 
list; flat head brass screws, 50, 10 
and 5 off list; round head blue screws, 
50, 10 and 5 off list; round head brass 
screws, 50 and 7% off list; bright 
wire goods, 85, 20 and 5 off list. 


STOVE PIPE.—Business in stove pipe 
is normal. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. CINCINNATI: 

Stove Pipe.—29 gage. u.c. crated 
pipe, 4 in., $10 per 100 joints; 29 gage 
u.c. crated pipe, 6 in., $12 per 100 
joints; 29 gage u.c, crated pipe, 7 in., 
$14.50 per 100 joints; 28 gage u.c. 
erated pipe, 6 in., $12.80 per 100 
joints; 28 gage u.c. crated pipe, 7 in., 
$15.35 per 100 joints. 

Elbows.—U.c. elbows, 4 in., 95c. per 
doz.; 6 in., $1.40 per doz.; 7 in., $1.85 
per doz. 


STOVE BOARDS.—Conditions here are 
satisfactory, with sales holding up fair- 
ly well. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Paper-Lined Stove Boards.—24 x 24 
in., $6.85 per doz.; 30 x 30 in., $9.90 
per doz.; 35 x 35 in., $14.60 per doz. 








~— a, 


Wood-Lined Stove Boards.—24 , 
24 in., $11.40 per doz.; 30 x 30 in, 
$18.25 per doz.; 36 x 36 in., $25.50 per 
doz. 






































VENTILATORS.—This commodity con. 
tinues to move in liberal volume. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. CINCINNATI: 

Continental ventilators, wooden 
type, No. 923, $3.65; No. 937, $4; No, 
949, $5.50; No. 959, $6.05; No. 1537, 
$5.25; No. 1149, $7.10, and No. 836, 
$3.35, all prices per doz. 

Continental ventilators, metal type, 
No. 833, $4.60; No. 837. $4.75; No. 
1137, $5.30; No. 1145, $6.35; No. 1437, 
$6.90 and No. 1445, $7.80, all prices 
per doz. 

Diamond E ventilators, all metal 
type No. 01, $4.40; No. 02, $4.80; No. 


03, $5.60; No. 1, $5.20; No. 2, $5.60: 
No. 3, 40; No. 4, $7.60, and No. 5 
ogg All Diamond E E prices are per 
Oz 


WEATHER STRIPPING.—Demand for 
weather stripping is considered fully up 
to normal. 


JOBBERS’ QUOTATIONS TO RE.- 
TAILERS, F.O.B. CINCINNATI: 

Wood and rubber weather strip- 
ping, No. 1, $17.25 ber ry ft.; No. 
11%, $24 oer ~~ ft.; No. $34.50 per 
1000 ft.; $41 per 1000 ft. 

Wood aaa elt weather stripping, 
No. 71, $19.50 per 1000 ft.; No. 17%, 
$27 per 1000 ft.; No. 75, $46.50 per 
1000 ft. 

All rubber weather stripping, No. 
9, $21 per 1000 ft.; No. 10, $28.50 per 
1000 ft.; No. 11, $35.50 per 1000 ft. 



















projects in progress. 


an advance. 


Northwest Reports Trade Improvement— 


Building Going Ahead—Prices Steady 


(Minneapolis office of HARDWARE AGE) 


MINNEAPOLIS, Nov. 5.—Business in the Northwest tributary to 
the Twin Cities is progressing normally for this time of the year. 
From many sources there are reports of a development of better 
business; not any great increase, but the natural acceleration due to 
the annual marketing of the crops. Building is going ahead at a 
good rate in both rural and urban communities. In the larger 
cities there are fairly good building permit totals, with many large 


Prices are steady in all items referred to in this report. There 
is a tendency to firmness in all particulars. Prices of solder shows 













AXES.—Sales are showing some im- 
provement, with prices unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single bit, base weight, unhandled 
axes, $15 to $16.50; double bit, $20 to 
$21.50; single bit, handled, $19.50; 
double bit, handled, $24.25 do. net. 


AUTOMOBILE TIRES AND TUBES. 
Demand is still good, with ample stocks 
on hand. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Mansfield tires, Liberty cord, 30 Pn 
3%, $6.10; heavy duty oversize, $8.3 
balioon tires, 27 x 4.40, $8.70; 29 . 
4.40, $9.15; 30 x 5, $13; 32 x 6, heavy 
duty, $21. 10; 32 x 6.20, heavy duty, 
$24.85 each, less 5 per cent. Mans- 
field tubes, tan, 30 x 3, single lots, 
$1.50; case lots (12), $1.40; 32 x 4, 
single, $2.50; case (12), $2.40; 34 x 4%, 
single, $3.10° case (12), $3; gray tubes, 
balloon types, 27 x 4.40, $1.80; case 
(12), $1.70; 29 x 4.40, single, $1.85; 
case (12), $1.75; 30 x 5, single, $2.25; 
case (12), $2.15; 32 x 6, single, $3.10; 
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case (12), $3; 32 x 6.20, single, $3.50; 

case (12), $3.40 each, less 10 per cent. 
BALE TIES.—Sales are improving 
with the coming of the season when 
baling of hay and straw is done. Prices 
show no changes. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single loop bale ties, 9% x 14, $1.64; 
9% x 15, $1.46; 9% x 14, $1.68 per 
bundle, net. 

BUILDERS’ HARDWARE.—Deliveries 
are still fairly good, although the peak 
of the season has passed. Prices are 
steady. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

3% x 3% steel butts, old copper and 
dull brass finish, 19c. pair in less than 
case lots, 18c. pair in case lots; 4 x 
4 steel butts, old copper and dull 
brass finish, 26c. pair in less than 
case lots 25c. pair in case lots; broad 
bevel steel inside sets, old copper or 





dull brass finish, one piece knobs, 





less than case lots, $7 doz. sets, case 
lots $6.75 doz. sets; steel bit-keyed 
front door sets, $1.85 per set; cylinder 
brass outside trim, bit-keyed front 
door sets, per set, $1.85; cylinder 
front door sets, $6.50 per set. 

Light plain strap hinges, 3 in., 56c. 
doz. pair; 4 in., 75c. doz. pair; heavy 
plain strap hinges, 4 in., 93c. doz. 
pair; 5 in., $1.22 doz. pair; 6 in., $1.56 
doz. pair; light plain tee hinges. 3 
in., 62c. doz. pair; 4 in., 78c. doz. 
pair; heavy plain tee hinges, 4 in., 
$1.06 doz. pair; 5 in., $1.20 doz. pair; 
6 in., $1.40 doz. pair; 8 in., $1.95 doz. 
pair; extra heavy plain tee hinges, 4 
in., $1.28 doz. ye: 5 in., $1.58 doz. 
pair; 6 in., $1.89 doz. pair; 8 in., $2.83 
doz. pair; 10 in., $4.53 doz. pair net. 


COAL HODS.—Demand is showing in- 
crease as the colder weather ap- 
proaches. Stocks are filled and prices 
firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Japanned open coal hods. 17 in., 
$3.35; 18 in., $3.85; japanned funnel, 
17 in., $4.30; 18 in., $4.90; galvanized 
open, 17 in., $4.65; 18 in., $5.40: gal- 
vanized funnel, 17 in., $6; 18 in., $. 80 
doz. net. 


EAVES TROUGH, CONDUCTOR 
PIPE AND ELBOWS.—Call for this 
line is somewhat lighter than earlier 
in the fall. Prices have not changed. 
JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN 2 
Eaves trough, 28 ga., in., S.B. 
slip joint, in crates, $5. 95 &, i00 “tt. 
6 in., $6.40; conductor pipe, 28 £@., 3 
in., in crates, not nested, $5.10 per 
100 ft.; 4 in., $7.15; 3 in. galv: anized 
corrugated conductor elbows, $1.73 
doz.; 4 in., $2.88 per doz. net. 
FIELD FENCE.—Demand is still good, 
with prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
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the best method for doorways of any width 


Think of having garage doors that work as easily as the front door of 
your home! 
This you are sure of when you install Slidetite garage door hardware. 


Because the doors slide inside the garage, they are forever free from 
the elements. 

They can’t blow shut. They are trouble-free the year ’round. They won’t 
stick. They won’t sag, swell or shrink. 

And because all the hardware is inside, Slidetite will not rust. Remem- 
ber, too, that dangerous center posts are done away with, thus giving you 
an unobstructed, full-width opening. 

Slidetite, with lock-joint brackets, is packed in complete sets for 3, 4, 5, 
6 and 8 doors. To insure satisfaction, buy complete sets only. 


New York - + > AURORA, ILLINOIS, 1, Chicago 

Boston Philadelphia Cleveland Cinci ti Indi i} St. Louis New Orleans Des Moines 

Minneapolis Kansas City Los Angeles San Francisco Omaha Seattle Detroit 
Montreal - RICHARDS -WILCOX CANADIAN CO., LTD., LONDON, ONT. - Winnipeg 
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oa fence, 9 ga —,, prt bottom, 


ga. intermediate, in. high, 
339, é3: 32 in., $46.12; 30° in., $62.93; 
47 in., $59.74. 


Ten gage top and bottom, 15 ga. in- 
termediate, 26 in., $30.04; 32 in., 
$34.54; 39 in., $39.42; 47 in., $44.30. 


FILES.—Call for files is steady, with 
good volume. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Nicholson files at 50 per cent, and 
Riverside files, 60 per cent from lists. 


GALVANIZED WARE.—Demand is 
fairly good, especially for tubs and ash 
cans. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard 10 qt. galvanized pails at 
$2.55; 12 .qt., $2.70; 14 qt., $3; 16 qt., 
stock pails, $4. 70; 18 qt., $5. 50; stand- 
ard ee tubs, No. 1, $7; No. 
2, $7.90; No. $9.20; heavy galvan- 
ized tubs, No. 1, $12.85; No, 2, $14.05; 
No. 3, $15.25 doz. net. 


GLASS AND PUTTY.—Sales have 
been very good and still are showing 
good volume. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Single and double strength glass, 
Minnesota prices, 85 per cent from 
lists; strictly pure putty, in 50 Ib. 
steel drums, $4.85 cwt., net. 


ICE CREAM FREEZERS.—The nor- 
mal demand for the cooler weather is 
all that is expected now. Prices are 
unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

White Mountain freezers, 2 qt., 
$2.80; 3 qt., $3.38; 4 qt., $4.14; 6 qt., 
$5.25; 8 qt., $6.75; each net. Arctic 
freezers, 2 qt., $2.30; 3 qt., $2.78 4 
qt., $3.40; 6 qt., $4.30; . at., $5.55; 10 
gt.. 7.40; Acme, 2 galvanized, 
5c.; 4 qt., enameled, a 65 each, net. 


NAILS.—Deliveries are still showing 
a good volume. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Standard wire nails and cement 
coated wire nails in 100 Ib, kegs at 
$3.10 per keg base. 


OIL STOVES AND HEATERS.—Oil 
heaters are still selling well, with nor- 
mal demand for oil stoves. Prices are 
steady. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


No. 500, Nesco oil stoves, $80 each; 
No. 213, $22 each; No. 213, with No. 
1103 shelf, $28.50 each, less 30-5 per 
cent. Perfection oil ranges, white 
porcelain with built-in ovens, No. 
339-5 Superfex burners, $140; No. 279, 
$120. Stoves No. 74, 4 burners, $29.50; 
No. 73, $23.25; No. 72, $18, Puritan 
oil ranges, white porcelain, with 
= in ovens, No. 249, $122; stoves 

44, 4 burners, $29.50; No. 43, 
burners, $23.50; No. 42, $18. Puritan 
pressure-gas (gasoline) white porce- 
lain range with built-in oven, No. 
759, $128; stoves No. 714, 4 burners, 
$38; No. 713, $33; No. 703, 3 burners 
$26.50 list. 

Perfection ovens, No. 211, 1 burner, 
plain door, $2.50; No. 211G, glass 
door, $2.70; No. 122G, 2 burner, 
glass swing door. $6.20, Puritan, No. 
42-G, 2 burner, glass drop door, 
$5.50; No. 42, 2 burner, steel drop 
door, $5.25 list. 

Perfection and Puritan oil stove 
wicks, $3.75 doz.; $45 gross, list. 

Perfection oil heaters, No. 1686, 
green porcelain, Pyrex globe, $16.50; 
No. 1526, black japan, Pyrex globe, 
$9.75; No. 1530, black r/o nick- 
el trimming, $9.25; No. 525, black 
drum and trimmings, $7.25; list with 
discounts as follows: Dealers’ dis- 
counts on net purchases of less than 
$100, 30 per cent; on all net pur- 
chases including and following $100 
qualifying order, 33% per cent: on 
all purchases amounting to $250 or 
more during the calendar year, an- 













nual bonuses will be paid according 
to the volume of business. 


PYREX OVENWARE.—Sales are show- 
ing some increase, and stocks are ready 
for the fall and holiday trade. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

No. 623 casseroles, $1.17; No. 624 
casseroles, $1.33; No. 634 casseroles, 
$1.33; No. 212 bread pans, 60c.; No. 
200 pie plates, 67c.; No. 209 pie plates, 
60c.; No. 231 utility dishes, 67c.; No. 
12 teapots, $1.67; No. 26 teapots, 
$2.33 and No. 953 ‘percolator tops, 7c. 
each net. 


REGISTERS.—Deliveries still are fair- 
ly good, as furnace work is being 
rushed for the winter.- Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Cast iron registers, 20 per cent, 
and wrought steel registers, 40 per 
cent from lists. 


REGISTER AND RADIATOR 
SHIELDS.—Sales are steady, with 
some indications of increase in demand. 
Prices are firm as quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Register shields, Gem, No. 1, floor 
type, $12; No. 10 floor type, $10; No. 
2, wall type, $6 and No. 20, wall type, 
$5.20. Prices are net to dealers per 
dozen. No. 1 and No. 2 are oxidized 
copper. No. 10 and No. 20 are black 
enameled. 
Radiator shields, Gem, phiumiatie, 
No. 1, $4; No. 1-a, $4.50; No. 2. $4.5 
No. 3, $5; No. 4, $5; No. 5, $5.50; No 
6, $6; No. 6-b, $6; No. 7, $6.50; No. 8, 
$7. These prices are list per each 
and subject to dealers’ discount of 30 
per cent. These models with water 
humidifiers are $1 extra each, list. 


ROPE.—Demand is fairly good, with 
stocks well assorted. Prices show no 
changes. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Best grade manila rope, 7-16 in. 
and larger, 22c., and smaller than 
7-16 in., 23c.; best grade sisal rope, 
17¢. Ib., base. 


SANDPAPER.—Demand is very good 
and stocks are kept well filled. Prices 
are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sandpaper, No. 1, 80c. 
per box of 75 sheets; second grade, 
No. 1, 67c. per box of 75 sheets; gar- 
net No. 1, $16.75 per ream, net. 


SANITARY PRODUCTS.—Demand is 
good, particularly for drain pipe and 
boiler cleaners. Stocks in all items 
are well rounded. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Presto Products.—Oil soap, 16 oz. 
size, $2.60 per doz.; bowl cleaner, 22 
oz. size, $1.85 per doz.; pipe opener, 
16 oz. size, $2 per doz.; tile and por- 
celain cleaner, 16 oz. size, $1.20 per 
doz.; Met-L-Shyn, 8 oz. size, $3.60 
per doz.; Silvershyn, 4% oz. size, 
$1.80 per doz.; Waterless cleaner, 2 
pt. size, $5.40 per doz.; same, 5 pt. 
size, $9 per doz.; Window cleaner. 6 
oz. size, $3.60 per doz.; same, 12 oz. 
size, $5.40 per doz.; Presto Luster, 6 
oz. size, $2.60 per doz.; 12 oz. size, 
$4.32 oe doz.; 16 oz. size, $5.40 per 
doz.; and Dry Cleaner, 8 oz. size, $3.60 
per ‘doz. 

Desolvo special pipe cleaner, 10 oz. 
size, less than case lots. $2.25 per 
doz.; case of 3 doz., $2.15 per doz., 
and in gross lots, $2 per doz. Desolvo, 
triple strength, 16 oz. size, case of 2 
doz. cans, $4 per doz.; half gross lots, 
$3.75 per doz.; in gross lots, $3.50 per 
doz. Desolvo, triple strength, in 2 Ib. 
cans, case of 1 doz. cans, $7 per doz., 
and gross lots, $6.50 per doz. 

Kloset Klean.—22 oz. size, less than 
case lots, $2.25 per doz.; case of 2 
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SOLDER.—Demand 
with prices firm. 


STOVE SHOVELS.—Demand is 
with prices firm. 





doz. cans, $2.15 per doz.; gross lots, 
$2 per doz. 

Tubola, 12 oz. cans, less than case 
lots, $2. 25 per doz.; case of 2 doz. 
— $2.15 per doz.; gross lots, $2 per 


“Chaco boiler liquid, single quarts, 
$2.50; half doz, quantity, $2 per at.. 
and doz. quantity, $1.75 per at. 

Hercules tile and porcelain cleaner, 
$2 doz. less than gross lots, and $1.90 
doz. in gross lots; Hercules Radiator 
Stop Leak, 8 oz. cans 1, 2 and 3 doz. 
cans to the carton, $3.5 50 doz.; Her- 
cules boiler compound, at. cans, $1.50 
each. 

Economy plumber drain pipe clean- 
er, 1 Ib. cans, $2 per doz.; 2 Ib. cans, 
$3.90. The 1 Ib. size is packed in 1, 2 
and 3 doz, to the carton and the 2 jb. 
size is packed 1 and 2 doz. to the 
carton. 


SASH CORD AND WEIGHTS.—De- 
mand shows the approach of the end of 
the building season. 
changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Best grade sash cord No. 8 (base), 
65c.; second grade, 38c.; third grade, 
i ; cast iron sash weights, $2 cwt. 
ne 


SCREWS.—Sales are fairly good, with 
stocks well balanced. Prices have not 
been changed. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 
Flat head, bright wood screws, 50 
per cent; flat head japanned, 37% per 
cent; round head blued, 45 per cent; 
round head iron nickel plated, 25 per 
cent; flat head brass, 45 per cent: 
— head brass, 40 per cent from 
sts. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 

Strictly half and half solder at 33c. 
and warranted half and half solder 
at 34c. a Ib. in 100 Ib. boxes, net. 


STEEL SHEETS.—Call shows a fair 
demand, with stocks well filled. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized steel sheets at $4.75 
ewt., base (24 ga.), and black steel 
sheets at $3.90 cwt., base (24 ga.); 
Armco galvanized iron, 24 ga., $6.65 
cwt., net. 


STOVE PIPE, ELBOWS AND DAM- 
PERS.—Sales are very good, with 
prices firm. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove pipe, uniform blued, 28 ga., 
6 in., knocked down, $11.80 per hun- 
dred; common iron, corrugated 6 in., 
elbows, $1.27; adjustable charcoal 
iron, 6 in. elbows, $2 doz.; cast iron, 
wood handle, dampers, 6 in., $1.25: 
coil handle, $1.15 doz. net. 


STOVE BOARDS.—Demand is good, 
with stocks well filled. 
not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 
Crystalized stove boards, 28 x 28, 
$16; 30 x 30, $18.60; and 36 x 36, 
$25.95 doz. net. 
good, 


JOBBERS’ yy gl A ape TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Stove shovels, japanned, 14% in., 
50c.; Jumbo, oe eer 21% in., $1.35; 
Jumbo, Jr., japanned, 75c. doz. net. 


TIN.—Deliveries are still fairly good, 
with stocks well filled. Prices have not 
changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Furnace coke tin, ICL, 20 x 28, 
$14.50 box, and roofing tin, IC, 20 x 
28 in., 8 lb. coating, $15.50 box, net. 
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_ Advantages of Handling 
Guaranteed Columbian Kope 
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~ GUARANTEED ROPE 
‘MADE BY COLUMBIAN ROPE COMPANY fi 
| te oe AUBURN, N.Y... a D 





Advantage No. 5 


Excellent Advertising Assistance 


A well known, extensively advertised product is the only 
product to handle. Through the manufacturer’s advertising, 
a demand has been created for his product and it therefore 
costs the dealer little or no effort to sell it. 


Columbian Tape-Marked Pure Manila Rope has been ad- 
vertised for years from coast to coast. It is well known. 
Dealers know it through trade paper advertising and con- 
sumers are familiar with it through displays, direct mail 
and farm paper campaigns. 


Original window displays are of exceedingly great help to 
the dealer handling Columbian Rope. There is scarcely a 
dealer in this country who is not familiar with our latest cut- 
out, life size figure display, Columbian Dan. Rope signs of 
great value as well as advertising blctters, folders, etc., to 
stimulate the demand for Columbian, are furnished to dealers. 
Electrotypes for newspaper and other advertising media are 
also furnished. In fact, a complete advertising service is ren- 
dered to Columbian distributors. 

For real consistent helpful advertising, Columbian Rope 
is a leader. It is of decided advantage for a dealer to sell 
a rope as well known and reputable as Columbian Tape- 
marked. 





Columbian Rope Company 
352-80 Genesee Street 
Auburn, N. Y. “The Cordage City” 


Branches: New York Chicago Boston New Orleans Philadelphia 


COEUMBIAN rwstROPE 
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WEATHER STRIP.—Sales are good 
and growing better. Stocks are being 
kept well filled. Prices are firm as 
quoted. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Weather strip, wood and felt, % 
in., $2.10: % in., $3; 1 in., $4. 20; 
Wirf’s full reels, $3.50; Bosley, full 
reels, $3.75 per 100 ft., net, 


WIRE.—Fence wire is still selling well. 
Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Galvanized cattle barbed wire, $3.05 
per 80-rod spool; galvanized hog 
barbed wire, $3.26 per 80-rod spool; 
painted cattle barbed wire, *2.97 per 
80-rod spool; painted hog barbed 
wire, $3.18 per 80-rod spool; No. 9 
(base), smooth galvanized wire, $3.55 
ewt.; No. 9 (base), smooth black 
wire, $3.10 cwt. 


WHEELBARROWS.—Demand for this 





line shows the end of the season. Prices 
have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 

Queen B, barrel type tray, fully 
bolted wheelbarrows, $42.50, and Me- 
teor, fully bolted, barrel type tray, 
$34.50 doz. net; No. 2, tubular bar- 
rows, $7.33; No. 16, Gopher garden, 
$4; No. 10, American garden, $6.25 
each net. 


WINDOW VENTILATORS. — Sales 
show a very good demand for venti- 
lators, and with a tendency toward in- 
crease. Prices have not changed. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. TWIN CITIES: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, 5.50; No. 1145, $6.30; No. 
1437, $7. 30; No. 1445, $8.10. Prices are 
per doz. net. 

Continental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4.50; No. V949, $6.10; No. V959, 
$6.75; No. V1537, $5.85; No. 1549, 





$7.80. Prices are per doz. net. 
Diamond E, metal frame, No. 01, 
$4.40; No. a $4.80; No. 03, $5.60: No. 
2. 20: No. 2, $5. 60; No. 3, $6.40; 
$7.60; No. 5, $8. 40. Prices are 
9 S, net. 


WRENCHES.—Call for wrenches 
steady, with prices firm. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. TWIN CITIES: 


Agricultural wrenches, 60-10 per 
cent; key model wrenches, 45 per 
cent; engineers’ wrenches, 50-50 per 
cent and Trimo pipe wrenches, 65 
per cent from list. Bemis & Call 
long sleeve nut, 10 in., $1.70; 12 in., 
$2.60; 15 in., $2.75 each, net. 

Snap - Wrenches. — Radio 
electrical sets in metal cases, $2.75; 
No. 101, Master Service Set, $13.75; 
No. 202, Heavy Duty Set, $3.80; No. 
404, Flexible Socket Set, $8: No. 608, 
Crankcase Drain Plug Sockets, $3.20: 
No. 90, Square Socket Set, $3.70; No. 
1817, Giant “Snap-on’’ with extra 
heavy duty ratchet, $27.35 list, less 
33% per cent discount. 

Crescent, 6 in., $5.64; 8 in., 
and 10 in., $8.64 doz, net. 


and 


$6.96: 





October Volume Better Than in 1927 


N. Y. Trade Predicts Record Holiday Sale 


NEW YorK. Nov. 5.—October showed an encouraging increase 
over the same month of 1927 with practically all local wholesale 


hardware firms. 


Retailers generally found it an active month. No- 


vember has started off in a substantial way with Christmas holiday 
merchandise taking a very important place in the local demand. 
The number of dealers taking on electric trains, juvenile vehicles, 


and other toys has greatly increased this year. 


Jobbers are very 


enthusiastic in predicting a record breaking holiday selling season 
for the hardware trade in this territory. 
Staple and fall merchandise is having a satisfactory sale, with 


prices practically unchanged in all major lines. 


Stocks in retail 


stores are said to be in a healthy condition and in most lines whole- 
sale stocks available are adequate for local requirements. 





ASH SIFTERS.—Early in the season 
jobbers sold a large quantity of sifters. 
Current sale is fair. Prices are not ex- 
pected to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Rotary ash sifters, $2 each. 
ASHCAN TRUCKS.—As in the cast of 
ash sifters, early business was very 
good, but present demand is only fair. 
Prices are the same. Stocks are satis- 
factory. 

JOBPERS’ QUOTATIONS TO RE- 

TAILERS, F.O.B. NEW YORK: 

Moore’s Handy Ashcan Trucks, No. 
105, $2.20 each, and No. 60, $1.85 
each 

BATTERIES. — Interest in political 
campaigns and the elaborate broadcast- 
ing of election returns stimulated the 
sale of radio batteries. Prices are very 
firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 

Dry cells, No. 6, ignition 
32%c.; No. 7111, same type, 
each. 

Hercules, No. 6, 
each in lots of 50. 

R batteries, No. 771, 
units of 5, 39c. each; No. 
£1.22 each: in units of 5, 
No. 763, $1.05; in units of 5, 


type, 
354c. 


ignition type, 23c. 


42c. each; in 
764 and 768, 
$1.14 each; 
$1.05 





each: No. 772 (vertical type), $2.06 
each; in units of 5, $1.92 each; heavy 
duty, vertical type, No. 770, $3 each; 
in units of 5, $2.80 each. Layerbilt, 
No. 486, $3.20 each; units of 5, $2.97; 
New Layerbilt, No. 485, $3.22 each: in 
units of 5, $2.97 each. 


BOLTS AND NUTS.—Sale is normal. 
Prices are firm, with unconfirmed ru- 
mors of an advance on or before Jan. 1. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Carriage bolts, hed off list. Case lots, 
60 per cent off 1 

Stove bolts, 50. eal cent off list. 

Machine bolts, % by 6 and smaller, 
50 and 10 off list; larger to 1 by 30, 
50 per cent off list; 1% to 1%, 30 off 


list. 
55 off list. Case lots, 
Step bolts, 50 


Coach screws, 
60 per cent off list. 
per cent off list. 
BUTTS.—Moderate demand at fairly 
firm prices. It is reported that slight 
concessions have been made locally on 
fairly large orders. Stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS May RE- 
TAILERS, F.O.B. NEW YOR 
Steel butts, 3% by 3%, in case lots, 
18l4c. per pair. Less than case lots, 
1%¢, per pair. 
CARPET SWEEPERS.—Steady sale. 
Colored models creating particular in- 
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terest as practical gift items during the 
holiday rush. 


JOBBERS’ QUOTATIONS TO RE. 
TAILERS, F.O.B. NEW YORK: 

Carpet sweepers, Standard, $3 each; 
Universal, japanned, $3.50 each; Uni- 
versal, nickel plated, $3.83 each; 
Grand Rapids, japanned, $3.67 each; 
Grand Rapids, nickel plated, $4 each; 
Elite, $5 each; Princess, $4.17 each; 
and American Queen, $4.50 each; 
Sterling, $2.10 each. 


CLOCKS.—Steady demand, with trade 
expecting a heavy Christmas selling 
season. Prices are unchanged. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Alarm clocks, Big Ben, $2.29; same 
luminous, $3.16; Baby Ben and Baby 
Ben luminous ‘take same respective 
prices; Ben Hur, $1.76; same lumi- 
nous, .46. 

Blue Bird, luminous dial, $1.76; 
Blue Bird, $1.22; Sleepmeter, $1.40; 
Sleepmeter, luminous dial, 2.10; 
American, $1.05. 

Auto clocks, Westclox, plain, $1.76; 
same luminous, $2.46. 


FLASHLIGHTS.—Have been very ac- 
tive and are expected to continue active. 
Prices are not expected to change. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Flashlights, No. 2602, 68c.; No. 2630, 
84c.; No. 2631, 68c ne . 2612, $1.10; 
No. 2672, $2. ; 
697, $1.49; No. 2 42, 
$2. 73; No. 2660, 84c.; No. 2634, $1.1 
No. 2619, $1.43; No. 6993, $2.63; No" 
2645, $3. 57. Prices are each and net. 
Flashlight assortments, No. 71, 
$6.06; No. 16, $6.06; No. 04, $4.08 each: 


FLASHLIGHT UNIT CELLS.—Good 
replacement business reported. Prices 
are firm. 

JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 

Eveready Flashlight unit cells, No 

Se 3c; No. En 

».; NO. 


; No. 705, ‘ 
No. 791, 13¢c.; No ‘00, 
Prices are each ‘and net. 


6 
No. “790, 18e.; 


13c. 


NAILS.—Stocks are in good condition, 
with prices firm. Demand is consistent, 
but not heavy. 
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No. 341—"’ Standard Duty No. 342—%”’ Heavy Duty 





No. 582—%”’ Heavy Duty 


Six new 
Stanley 


Electric Drills 


For heavy work, or light work—on wood or on 
metal—there is now a Stanley Electric Drill for 
every job. 

From the first, Stanley Electric Drills have estab- 
lished new standards of performance. 

Here are six new sizes—each one maintaining 
the same high standards that have characterized 
all Stanley Electric Drills. 

You will find this an easy line to sell and a very 
profitable one for you. 












THE STANLEY RULE & LEVEL PLANT 


New Britain, Connecticut 


STANLEY TOOLS 


The choice of most carpenters and mechanics 















No. 781— 7%" Standard Duty 





No. 121—14”’ Standard Duty 





No. 382—%%”’ Heavy Duty 








The line of 
STANLEY 


Electric Tools 


now includes 


No. 141—\"'" Standard 
Duty Drill 


No. 142—1"' Heavy Duty 
Drill 


No. 562—5i«'' Heavy Duty 
Drill 


No. 382—34"' Heavy Duty 
Drill 


No. 121—%"" Standard 
Duty Drill 

No. 122—%"" Heavy Duty 
Drill 


No. 582—56"" Heavy Duty 
Drill 


No. 341—j"" Standard 
Duty Drill 

No. 342—3{"" Heavy Duty 
Drill 


No. 781—74" Standard 
Duty Drill 


No. 556—Bench Grinder 


Send coupon below for 
full information about 
Stanley Electric Tools. 





The Stanley Rule & Level 
Plant, New Britain, Conn. 


Please send me full infor- 
mation about Stanley Elec- 
tric Tools. 


Rs 
BO ee eT 
2. a 


State_ 

















ean 


Nera 




















HARDWARE AGE for NOVEMBER 8, 





JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Common wire nails, bright, 4d, 
$4.25 per keg; 6d, $4 per keg; 84d, 
$3.85 per keg; 16d, $3.75 per keg; 
20d, $3.65 per keg; common wire nails, 
galvanized, 4d, $6.75 per keg; 6d, 
$6.50 per keg; 8d, $6.35 per keg, and 
10d, $6.25 per keg. 

Wire box nails, smooth, 4d, $4.45 
ve keg; 6d, $4.10 per keg, and 8d, 

3.95 per keg. Wire finishing nails, 
bright, 4d, $4.95 per keg; 6d, $4.35 
per keg; 8d, $4.10 per keg, and 10d, 
$4 per keg. bie finishing nails, gal- 
vanized, 4d, $7.45 per keg; 6d, $6.85 
per keg; 8d, Si 60 per keg, and 10d, 
$6.50 per keg. 


OIL HEATERS.—Fairly active during 
Prices are unchanged. 


the cooler days. 
Wholesale stocks are satisfactory. 


PRESTONE. — Jobbers have placed 
Deal- 
ers are preparing for a steady sale. 


some good business on this line. 


Prices are not expected to change. 


JOBBERS’ QUOTATIONS Ld RE- 
TAILERS, F.O.B. NEW YOR 
Prestone, in 1% gallon cans at 
3.60 per gallon; in one gallon cans, 
3.60 r gallon, and in half gallon 
cans, $3.80 per gallon. N. B.—These 
prices are all given per gallon, not 
per can. 


RADIATOR SHIELDS.—Steady prices 


and good demand reported. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 
Radiator shields, Gem, paaraetie. 
No. 1, $4; No. l-a, $4.50; No. 2,.$4.50; 
ew 3, $5; No. 4, $5; No. 5, $5.60" No. 
y 96; No. 6b, $6; No. 7, $6.50; No. 8, 
These prices are list per each 
ae subject to dealers’ discount of 30 
r cent. These models with water 
umidifiers are $1 extra each, list. 


ROLLER SKATES.—Fair sale con- 


tinues at firm prices. 


JOBBERS’ QUOTATIONS kd RE- 
TAILERS, F.O.B. NEW YOR 

Roller skates, extension aa heel 
and toe straps, plain steel rolis, 72c. 
per pair; same with toe clamps and 
web heel, 78c. per pair; same for 
boys, with self-contained ball bear- 
ing wheels, $1.42 per pair; for girls, 
$1.62 per pair. 

Roller skates accessories: Keys, 
2%c. each; skate wheels, with self- 
contained ‘ball bearings, 10c. each; 
ball bearings, 15c. per 100; axles, 3c. 
each; cotter pins, 15c. per 100; ‘axle 
nuts, $1 per 100; axle nut washers, 
60c. per 100; adjustment binding bolt, 
65c. per 100; adjustment binding bolt 
nut, 65c. per 100, and toe clamps, 
12c. per pair. 

Chieftain line, No. 400, for either 
boys or girls, self-contained ball 
bearings, $1.45 per pair. 


SASH CORD.—Prices vary somewhat 
in this market. Stocks are satisfactory 
and demand is moderate. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 








Sash cond. Samson Spot, No. 8, 
65c. to 674%c.; Aetna No. 8, 30c. to 
33%6c.; Phoenix No. 8, 39c. to 4l1c.; 
Sachem, No. 8, 38c. 

No. 7 is 1c. higher and No. 6 is 3c. 
higher on all brands. 


SCREWS. — Steady sale 


condition. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


Wood screws, flat head, bright iron, 
47%-10-10; round head blue, 42%4-10- 
10: round’ head, iron, nickel plated, 
2714 -10- 10; flat "head galvanized, 20- 
10-10; flat head, brass, 4244-10-10; 
round head, brass, 40-10-10. These 
discounts apply to new standard 
screw lists. 

Round head, brass, 

Machine screws, flat 
head, brass and iron, 
discount. 


3714-10-10. 
and round 
70 per cent 


TIRES AND TUBES.—Good demand 
reported. Jobbers have not announced 
any reduction, as was rumored recently. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Tires and Tubes.—Mansfield Rant 
30 x 3% Liberty Cord, $5.45; heavy 
duty oversize, $7.25; 32° x 4 Liberty, 
$10.20; heavy duty, $12. 10: tires, 29 x 
4.40, $8; 32 hg 6.20, heavy duty, $17.40; 
tubes, 0 3%, $1.40; balloon tire 
$300" erey, 29 x 4.40, $1. 65; 32 x 6.20, 


TREE LIGHTS.—Wholesale business 
Too early for 
much replacement volume, which will 
come probably next month. Prices not 
Stocks are ade- 


has been very good. 


expected to change. 
quate. 


~ YOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.O.B. NEW YORK: 


No. 842—Propp 8 light Mazda ex- 
tension outfit, $1.23 each; in standard 
pkg. quan. of 50, $1.20 each; No. 83— 
Propp 8 light Mazda extension out- 

t, $1.48 each; in standard pkg. 
— of 50, $1.44 each; No. 80— 

opp 8 light Mazda extension out- 
fit, $1.73 each; in standard pkg. quan. 
of 50, $1.69 each; No. 72—Propp 7 
light Mazda multiple set weather- 
proof, $2.74 each; in standard pkg. 
quan. of 30, $2.67 each. 

No. 864—Propp 8 light carbon out- 
fit, 75c. each; in standard pkg. quan. 
of 50, 70c. each; No. 3500—Noma 7 
light Mazda, twinkling outfit, 
weatherproof, $3.94 each: in stand- 
ard pkg. quan. of 50, $3.84 each: No. 
116—Noma 15 light Mazda twinkling 
outfit, weatherproof, $4.54 each; in 
standard pkg. quan. of 25, $4.43 each; 
No. 3020—Propp Mazda tree star, 
$1.80 each; in standard pkg. quan. of 
30, $1.76 each; No. 305—Propp 12 in. 
plain wreath, $1.16 each; in standard 
pkg. quan. of 10, $1.13 each. 

No. 310—Propp 12 in. silk wreath, 
$2.05 each; in standard pkg. quan. 
of 10, $2.00 "each; No. 306—Propp 6 in., 
silk auto wreath, $1.16 each; in 


reported. 
Prices as shown, with stocks in good 











standard pkg. quan. of 10, $1.13 each; 
No. 1600 Noma—14 in. holly wreath’ 
complete with 8 Mazda lamps, $3.00 
each; in standard pkg. quan. of 10, 
$2.93 each; No. 3000—Propp electric 
chimes, $1. "48 each; in standard pkg, 
quan. of 50, $1.44 each. 

No. 303—Propp 3% in. copper re- 
flectors, $2.75 gross; packed 8 in a 
box, 18 boxes of 8 in standard car- 
ton; No. 76 Mazda lamp asst., 
packed 100 asst. lamps in box, $7.80 
per C; No. Mazda lamps, solid 
colors, red, green, yellow, orange, 
white, blue, purple, packed 10 in a 
box, $7. 80 per C; No. 99 Mazda lamp, 
intermediate base for No. 72 or No. 
3500 outfit, 18%4c. each; nackedl 19 
of a color in a box. Colors red, blue, 
green, orange, opal, yellow. 


TREE STANDS.—Situation the same 
as for tree lights. 


JOBBERS’ SOTA TIONS TO RE.- 
TAILERS, F.O.B. NEW YORK: 


Christmas tree stands, Gem, 30c. 
each; ak No, 2, 65%c. each; 
Crown No. 3, $1. 09% each. 


VENTILATORS.—Have been very ac- 
tive since the temperature dropped. 
Prices are the same. Stocks are satis- 
factory. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0O.B. NEW YORK: 


Continental, metal frame, No. 833, 
$4.50; No. 837, $4.75; No. 845, $5.20; 
No. 1137, $5.50; No. 1145, $6.30; No. 
1437, $7.30; No 1445, $8.10. Prices are 
per doz., net. 

Cagnutinental wood frame ventilators, 
No. V836, $3.60; No. V923, $4.05; No. 
V937, $4. 50; No. V949, $6.10; No. V959, 
6.75; No. V1537, $5.85; | No. 1549, 
7.80. Prices are per dozen, net. 

Diamond E, metal frame, No. 01, 
$4.40; No. 02, $4.80; No. 03, $5.60; No. 
ie “i 20; — ms $5.60; No. 3, 6.40; 

$7.60; No. 5, $8.40. Prices are 
ca en “ied 


No. 01B, $3.60; No. 1B, $4.40. 


WEATHERSTRIP. — Sales fairly ac- 
tive at firm prices. 


JOBBERS’ QUOTATIONS TO RE- 
TAILERS, F.0.B. NEW YORK: 


Weatherstrip, wood and meee. 
Per 100 Ft. 





Felt weatherstrip, No. 100, 60c. per 
carton. 
Wirfs home comfort strip maroon, 


500 ft. reels, $33.50 per 1000 ft.; white, 
500 ft. reels, $33.50 per 1000 ft. 

Serval weatherstrip, No. 1A, ma- 
roon, 500 ft. reels with tacks, $8.00 
per reel; No. 2B, white, 500 ft. reels 
with tacks, $8.50 per reel. 





It is interesting to note that, accord- 
ing to figures compiled by the United 
States Department of Commerce, an in- 
crease of 28.2 per cent has been made 
in the value of the production of fire- 
arms. In 1925 the establishments reported 
production valued at $15,179,363 as com- 
pared to $19,452,372 in 1927. Fewer re- 
volvers and pistols were produced in 1927, 
but both rifles and shotguns were pro- 








More Firearms Manufactured in 1927 Than in 1925 


duced in far greater numbers in 1927 than 
in 1925. 

The production of ammunition has in- 
creased 4.8 per cent since 1925. The total 
value in 1925 was $29,530,904, and in 1927 
it was valued at $30,934,182. Pistol and 
revolver ammunition show a decrease of 
35.8 per cent, while production of paper 
shells increased 1.7 per cent, and rifle 









cartridges show the large increase of 78.0 
per cent. 

It would seem from these figures that 
the diminishing supply of game is having 
no noticeable effect on the manufacture 
of firearms and ammunition. The increas 
ing interest in target and trap shooting 
is no doubt responsible for the continued 
good business and larger production. 
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THE AXE THAT BUILT A GREAT BUSINESS 
AND A WORLD-WIDE REPUTATION 


The Kelly Brand on an axe or 
other edged tool means REAL 
VALUE: DEPENDABLE 
SERVICE. 


AXES 
HAMMERS 
HATCHETS 
ADZES 
PICKS 
MATTOCKS 
GRUB HOES 
BROAD AXES 
BUSH HOOKS 
GRASS HOOKS 
SCYTHES 
PERFECT 
TEMPER 


Cay 


The Best Known 
and Known as 


THE BEST 


Kelly Axe & Tool Co., Inc. 


CHARLESTON, W. VA., U. S. A. 
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Like a Good Soldier 


A good nail keeps its head erect, stands 
straight and drives straight. It knows its 
duty and does it. The difference between 
an American Steel & Wire Company’s ~ 
nail and an ordinary nail is comparable 
to that between a West Point Cadet and 
an ordinary recruit. 


The primary value of a nailis in the quality 
of thesteel andin the perfectdrawing ofthe 
wire,thenin theshaping of the head andthe 
cutting of the point. Note the clean, sharp 
point, the firm set head showing ample 
metal, the well-punched barbing and the ac- 
curate gauge on American super-quality nails. 
Test their superior strength under actual usage, 


Itis real economy for your customersto buy super- 
quality nails as an insurance against ruining 
good material. Every keg is packed full weight 
. « « One Hundred Pounds, net, in each keg. 


American Steel & Wire Co. 


SALES OFFICES 

CHICAGO..... 208 So. La Salle Street } 30 Church Street 
CLEVELAND Rockefeller Building BOSTON................Statler Bidg. 
DETROIT........Foot of First Street PITTSBURGH Frick Building 
CINCINNATI......Union Trust Building PHILADELPHIL Widener Building 
MINNEAPOLIS—ST. PAUL ATLANTA 101 Marietta Street 

Merchants Nat’l Bank Bidg.. St. Paul WORCESTER......... 94 Grove Street 
8ST. LOUIS .....506 Olive Street BALTIMORD. .. .3 So. Charles Street 
KANSAS CITY 417 Grand Avenue RUFFALO.......... 670 Ellicott Street 
OKLAHOM ‘| B’k Bldg. WILKES-BARRE....Miners Bank Bldg. 
BIRMINGHAM...... Rrown-Marx Bldg. *SAN FRANCISCO.. Russ Bidg. 
MEMPHIS .Union and Planters B’k Bldg. *LOS ANGELES..2087 FE. Slauson Ave. 
DALLAS.........-.Praetarian Building *PORTLAND.........6th & Adler, Sts. 
DENVER... .First National Bank Bldg. *SEATTLE....4th Ave. So. & Conn St. 
SALT LAKE CITY.. Walker Bank Bldg. *United States Steel Products Co 
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The First Toy Christmas Eve 
at Zahner’s 


(Continued from page 53) 


speedy demonstration. For this exclusive purpose we 
hire a number of girls for the holiday season. These 
girls, by the way, are not working girls, but real home 
girls. Their function is not to sell toys but simply to 
demonstrate them to customers. 

“Their job is to find out for themselves how every 
toy operates. Some are really intricate. It takes time 
to learn them all, but this is all they have to do, and 
they learn their jobs well. When the big buying rush 
comes these girls are right on the job. Every woman 
buying a toy wants to know how it works. These home 
girls show the customers all the tricks. It is their job 
simply to demonstrate, and the sales people attend to the 
selling, and do not have to waste time demonstrating. 
The last four days of the season keep regular and extra 
sales people so busy selling, wrapping and making change 
that demonstrating would be impossible. 

“Our toy displays bring in six or seven thousand new 
customers each year, people whose contact or acquaint- 
ance is highly valuable to us. Many become regular 
customers, thus: When Mrs. Blank, who bought little 
Jimmy’s roller skates, sled or mechanical toy here last 
Christmas, needs a gas stove or something else in our 
line, she thinks of us. The contact made during the 
Christmas season is the reason. 

“From the standpoint of business building the toy- 
selling campaign is one of the most profitable ventures 
we have ever entered into. It brings thousands of new 
customers to buy toys or gifts and they return to us to 
buy hardware staples. 

“Just considered by itself, the plan is extremely profit- 
able to us. When you consider $40,000 additional volume 
to our business in a single month, even in a store as large 
as this, it is of extreme importance. The additional elec- 
trical appliances, cutlery, clocks, chinaware and _ tools 
bought for gifts would not, in the main, be bought here, 
except that the toy displays, windows and interiors, bring 
the people into our store, and they see the kindred dis- 
plays. As a new-customer list builder the plan cannot 
be surpassed. 

“In our pre-Christmas advertising we feature toys one 
day and associated gift articles the next, all through the 
season. To sell regular hardware lines as gift material 
is just as important and profitable as selling toys them- 
selves. Hence our plan of alternating our advertising 
appeal in this manner works like a charm.” 


The Red Ball Means Skate Sales 


(Continued from page 48) 


Here is an opportunity for an extra sale. Heavy wool 
socks are needed inside skating shoes, else skating will 
cease to be a pleasure, for cold feet will make it too 
uncomfortable to enjoy it. A small stock of wool hose 
could be carried in most hardware stores to advantage. 
Shoe stores have found that their customers frequently 
buy hose immediately after a shoe sale. 

Skates are most acceptable Christmas presents. Give 
skates as- much prominence as possible in the pre-Christ- 
mas season. 
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The Retail Hardware Clerk 


(Continued from page 63) 


who have done work that has benefited and enriched 
thousands, have died poor and in oblivion. 

While reading this book-I stopped to think of the 
yarious classes of people I have known who do the best 
work, for which they receive the smallest reward, either 
in the way of money or recognition, and I came to the 
conclusion that they were the stenographers of this 
country. 

Of course, such an article may not be popular with 
the proprietors of business, but for my part have never 
hoped to win popularity. Long, long ago I gave up that 
hope. I myself, personally, am under a profound debt 
of gratitude to a number of stenographers, and in this 
article I wish to write about them so appreciatively that 
they will wonder how I ever learned so much about 
stenographers. Sometimes these young ladies think, be- 
cause we men work fast, are nervous and are just a little 
crotchety, that we do not know what is in the minds of 
those around us. Possibly if I should attempt to analyze 
a stenographer’s attitude toward the man she works for, 
and especially the business men with whom she comes 
in contact, the stenographers might be surprised at the 
keenness and perception of my mind. 





To Hear from Clerks First 


But be this as it may, why would it not be a good idea, 
first of all, to hear from hardware clerks? Then later, 
to hear from stenographers. Then possibly after we 
have conducted this investigation in a number of issues 
we may allow the hardware proprietor to write a few 
articles explaining some of the things that the clerks 
and stenographers, not to mention the accountants and 
bookkeepers, may have to say. 

The idea struck Mr. Soule as being interesting. He 
authorized the above offer. We are just approaching 
the new year. Probably a sympathetic, thorough and 
close investigation of the employees of the various stores 
in the hardware line may lead to some very interesting 
matter. 


Field Almost Unlimited 

The field is almost unlimited. We could also later 
secure articles from traveling salesmen, not only regular 
salesmen and district sales managers, but also mission- 
aries. Possibly they would have a great deal to say about 
their contact with the hardware trade—what improve- 
ments can be made and certain criticisms of methods that 
should be heard. 


So let us start out with the hardware clerks. If you 
wish to ask any questions about this contest, just send 
your letter to the address given above. We hope this 
contest will be successful because if it is we will go 
ahead with the idea into other classes of employees. If 
it isn’t, then, of course, we will have nothing to do but 
to fall back on our literary criticisms of the books we 
Teceive regularly from the ‘“Book-of-the-Month-Club” ! 
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It’s a husky 
Self-Seller 


Not many articles completely sell themselves in 
competition with others. But here is one that 
doés—and. .you- éan- readily prove it! When 
folks come in and ask for a refuse can, turn 
thentsloose in your stock and watch them as 
their eye lights on a 


SAVORY sranp 
ASH CAN 


(Patented) 


Even an inexperienced housewife can see the 
difference. She may not’ appreciate the value 
of the hot dipped galvanizing put on after the 
can is made instead of before. But she knows 
that the massive, steel tube, butt-welded rim is 
bound to keep the can in shape so that the cover 
will always fit tight. She can undérstand the 
value of the deep chime bottom, reinforced with 
the extra-heavy formed steel hoop. She notes 
the stout wrought iron handles. She senses the 
extra quality and durability in every feature— 
and she is perfectly willing to pay for it. Quan- 
tity buyers for big buildings and factories also 
readily see the real economy of a can that will 
outlast two or three ordinary cans. 


Stock up on this real profit-quality ttem. 
Made in 20, 26 and 32 gallon capacities. 


SAVORY, Inc. 


Dept. AK 90 Alabama St. 
Be sure to see 
Buffalo, N. Y. = SAVORY Roasters 2 
Owned and managed by The Republi in the new range 
Metalware Co., Makers of Quality Qook- yO) 8). 4) 

ing Equipment fa 90 Years. 
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“I didn’t think 
they could 
do it”— 





































































“No, sir,” says the Old Gardener, “I didn’t think 
it was possible for PENNSYLVANIA headquar- 
ters to make PENNSYLVANIA Quality mowers 
any better than they were. 


“But they’ve done it—though, to succeed, they 
had to develop the greatest single lawn mower 
improvement in years and years. That’s the new 
Braun Self-aligning Ball Bearings, which actually 
do make PENNSYLVANIA Quality Ball Bear- 
ing Mowers smoother-cutting, easier-running and 
longer-lasting than ever.” 


The new Braun Bearings and the famous Old 
Gardener, himself, will be featured in our bigger 
1929 national advertising campaign. Why not 
identify your store with this campaign by writing 
today for our complete sales helps, including the 
LIFE-SIZE, full-color cut-out of the Old 
Gardener? 


PENNSYLVANIA LAWN MOWER WORKS 
1615-35 North 23rd St. Philadelphia, Pa. 


Dera 





FRANK DREW 


(Continued from page 51) 


As the years passed he climbed upward on the ladder 
of success. He became sales manager of his company 
and later vice-president. Then came the proud day when 
he was elected president, with the honors and responsj- 
bilities which accompany the presidency of a great in- 
stitution. A short time later came the twenty-fifth 
anniversary of his association with the company, and the 
banquet at which he was presented with a gold medal 
by his associates in recognition of faithful service for a 
quarter of a century. 

Time passed, and finally Frank Drew was signally hon- 
ored hy being elected chairman of the board, the highest 
gift of office in the Winchester Repeating Arms 
Company. 

In the life of Frank Drew there is an inspiration for 
men everywhere; an inspiration which comes from a 
record of faithful, loyal service; of ability plus the will 
to achieve; of cheerfulness backed by a sincere regard 
for the welfare of others. He loved his fellow men. 

Some men live only that brief span in which their 
footsteps echo through the corridors of earth, Not so 
with Frank Drew. The roots of his love sank deep into 
the hearts of those with whom he came in contact. In 
those hearts memory lives, to grow stronger and sweeter 
as the years go by. His life span is the combined life 
spans of all who knew him, loved him and, loving him, 
can never forget. 


Color in the Hardware Store 


EALIZING that hardware stores of the country are 
rapidly swinging away from the dull and dreary in 
both stock and physical appearance, the New York 
Times discusses the situation in a recent news item, as 

















follows: 

“The hardware store, once a collection of gray and 
black durable necessities quite unpleasant to visit, has 
thrown off its dull-colored mantle and blossomed out in 
gay colors. The stoves, especially, have put on white or 
pale blue covers. Among other objects are seen yellow 
pots for cooking potatoes; blue kettles that seem to lift 
the spinach to a higher social scale; green pans for frying 
onions, and cups, saucers and plates of unbreakable ma- 
terial but with the durability hidden under gayly colored 
scenes from Mother Goose. 

“There is also aluminum ware in every type from a 
roasting pan big enough to hold a goose to a milk-shaker ; 
glass baking dishes, everything invented for electrical 
cooking, with a bright metal finish, to meet every need 
of the housewife. The effect of this change is felt in 
the kitchen which, with its gayly colored pots and pans, 
is no longer suggestive of everything that is dull and 
dreary.” 


How Much Do You Know? 


Within the last few years there has been a fetish of “Ask Me 
Another,” on this, that and the other thing. All well meaning but 
not altogether profitable. It is useless to clutter up one’s min 
with a lot of extraneous details, which, if one wants to know, 
can easily be found in an encyclopedia. 

But—do you realize that each year manufacturers spend great 
sums of money in preparing information for your benefit in 
making sales? This information is put out in various forms 
and is readily assimilated. If you can talk to a customer wit 
a full knowledge of the article under discussion, you have 2 
far greater chance of making a sale than if you are not able to 
discuss its merits readily—Taubman Speeder. 
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Be Sure Your Advertising Speaks 
for YOUR Store 


(Continued from page 61) 


habitants. Of course, if there are 20 stores, analyze 
the ads of your five closest competitors. 

So much on why you should pay attention to compet- 
ing ads and the angle the attention should take. 

The other fellow’s method of writing copy may be 
so good that you try to imitate it. This does your ads 
no good and may help your competitor, especially if your 
store is bigger and better than his. Or his methods of 
using cuts or writing headlines may seem worth imitat- 
ing. But it isn’t good policy to imitate even the me- 
chanical detail of other stores’ ads. 

This is the reason: Each store has a definite person- 
ality of its own and its advertising should reflect that 
personality, or to use a simpler word, that identity. 
Half the worth of advertising is wrapped in the identity 
of the store, the other half is wrapped up in the store’s 
goods and service. 

When advertising reflects these things it sells goods 
for the store whose name plate adorns the ad, and builds 
a better kind of good will and builds it faster. That is 
all a single ad or a service can do for any store. 


Artistic New Poultry Netting Label 


A thoroughbred Rhode Island rooster acted as model for an 
oil painting which the G. F. Wright Steel & Wire Company of 
Worcester has had reproduced as a label for Superior Brand 
poultry netting. 

The painting was made by Donald L. Dickson, a successful 
artist of Worcester and Boston, and in order to get the rooster 


true to form, he set up his easel in the coop occupied by a pen 
of prize-winning Rhode Island Reds. 

George F. Wright, president of the company, says that this 
somewhat radical change in dressing up poultry netting has been 
undertaken because it is a well-known fact that after poultry 
netting is placed in position it loses its identity, except to the 
experienced eye. 

“We propose this as an indoor trade-mark for an outdoor 
Product,” says Mr. Wright. “The picture, we believe, has suffi- 
Gent artistic merit to be worthy of a place within a barn or 
Poultry office, and that it will remain year after year as an 
identification mark of the product. 

“Beginning with fall shipments, these colorful labels on heavy 
tards, size 10 by 15 in., will be included in all bales of Superior 
Brand Hexagonal and Straightline netting.” 


Q N 
a Lenipped with’ \ 
GRAND RAPIDS 








is recognized as an em- 
blem of supreme quality 


To the thousands upon thousands of builders who 
during the past thirty years have learned that 
there is practically no limit to the perfect ser- 
vice given by Grand Rapids pulleys, there is 
nothing that so definitely establishes the qual- 
ity of a frame as the above insignia—a potent, 
powerful selling factor. 


Grand Rapids Hardware pulleys are guar- 
anteed trouble-proof. Perfectly uniform, 
they always fit the mortise. They never 
break. Furnished in Ball Bearing, Cone 
Bearing, Axle Bearing types and made 
of heavy wrought steel in various 
weatherproof finishes. 


Catalog, samples and prices 
gladly furnished on request. 


GRAND RAPIDS HARDWARE CO. 
558 Eleventh St. 
Grand Rapids, Michigan 


GRAND RAPIDS 


HARDWARE COM PANY 


ALL ~Sfiae 


SASH PULLEYS 
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Bepinnin3, 
eNOVEMBER 1ST, 1928 


RODWAY SALES 
CORPORATION 


60 Warren Street 
New York 


Will represent us as Exclusive Agents 
for the United States for 


GORHAM SILVER 
POLISH 


THE GORHAM COMPANY 
Silver Polish Department 














Look Here for a Test 
of Pipe Wrench Quality 


“BEARING CONTACT 
FOR FRAME GIVES 
ADDED STRENGTH 


Between yoke and jaws 
is where other pi 
wrenches are WEAK. 
Genuine OSWEGO Still- 
son construction gives 
added bearing surface 
here, resulting in % 
inch greater bar 
clearance and wider 
adjustment. It also 
materially streng- 


40 years’ experience backs \ 
every wrench. 24-hour thens the wrench 


service pleases every at this vital 

dealer. part. 

The Guarantee T: on 

every genuine OSWEGO — Orig! oe 

Stillson protects you and 

your trade against de- ing the Genuine 

fects in material or work- OSWEGO Still- 
ip. son the +3 

The OSWEGO line _in- Eee’ wl 

cludes Expanders, Pipe yo oot lne 

Cutters, Punches and ever built 
. Send for Catalog j 

and Discounts. 


The Oswego Tool Co. 


Established 1887 Incorporated 1893 
Oswego, N. Y. 























| Winter Boats Bring Summer Sales 


(Continued from page 59) 


the average person knows the least about. Naturally 
boats suggest other water sports supplies and these lead 
to other merchandise the merry-makers need. Roadside 
signs, newspaper space and letters are used in the adver- 
tising. 

Next year the company expects to add outboard 
motors to its stock. So far only rowboats have been 
sold but as the vacation residents becomes more and more 
accustomed to the surroundings their requirements ex- 
pand and Mr. Kocher believes that the time has come 


| to include power boats in his activities. 


Each year the vacation trade becomes more impor- 


| tant in Wisconsin, just as vacations become a more im- 


portant factor in business everywhere. Official estimates 
place the number of vacation visitors to Wisconsin at 
3,000,000 for 1927 and 5,000,000 in 1928. This makes a 
volume of trade worth considering in many hardware 
stores, and Mr. Kocher’ regards his boat building and 
sales activities as a splendid basis of maintaining a 
contact with the visitors who come to the West Bend 


section. 


Toys Justify Extensive Advertising 
and Display 


(Continued from page 58) 


electric lights completed the seasonal touches. The 
excellent and colorful packages of the toys and games 
serve for holiday decorations in themselves. If any 
package looks a bit plain, that touch of color or tinsel 
can be added. 

Wheel goods are leaders with the Pickering store but 
tool chests, skates, footballs and other playthings savor- 
ing of the masculine tastes that are associated with the 
hardware store, run the wheel goods a close race. How- 
ever, Pickerings has done very well over several seasons 
with all sorts of playthings. 


Cast Iron Skillet in Colors 


The new Griswold cast-iron skillet now being manufactured 
by The Griswold Mfg. Co., Erie, Pa., combines the cast-iron 
cooking surface with a new vitreous enamel finish in colors, 


which is said to be permanent and practical. It makes the skillet 
as easy to clean as a china dish, and the finish has been designed 
to withstand marring and chipping. 

Jade green, canary yellow, turquoise blue and mandarin red 
are the colors in which this skillet can be obtained. 

















—_— 


HARDWARE AGE for NOVEMBER 8, 1928 





—— 


Detroit Dealer Stresses Importance 
of Price Information in News- 
paper Advertising 


HE Charles Holmes Hardware of 13531 Woodward 
Avenue, Detroit, Mich., is an enthusiastic exponent 
of price quotation in newspaper advertising. This same 
policy is carried out throughout the store, where all items 
displayed are marked in plain figures. 
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FOOTBALLERS! 
‘MAKE THIS YOUR GOAL. 


‘ Head for our store, and dive into our great line of FOOT- 
BALL goods waiting to be picked off at unusually low prices. 

We carry a complete stock of the famous Wilson and West- 
‘ern line of Football pants, shoes, helmets, shoulder pads. 
| Special prices to clubs. 


| Boys’ and Girls’ Ball ees —_ “ae Dea 4 . $1.89 
Rubber Wheel Roller Skates... ................. $4.00 


| HUNTING. EQUIPMENT 


SEASON OPEN NOW! 


Single Barrel Shot Guns $ 7.75 Bass Made Huntin 
Double Barrel Shot Guns 17.50 Shoes $15.00 . 
Winghester or Reming- and $16.00 
ton Shot Guns, 12, 16, Rubber Hip Boots, light :\ 
BN ons ete ee i 41.75 weight ' $7.00 
Winchester or 'Reming- Hunting Pants, duck . . 
ton Super X Shells, “ Wool Mitts, per pair 


bo: P | eS 
Wool Pants .. $6.00 to 7.50 ps Lant $8 t 
Wool Shirts . $2.50 to $6.00 Flashlights ay .00 to 


li is- 
Bd hese for 91.385 | tal . . -$1.50 to Pro Hunting Coats, canvas, 


y 

a 

i: sc'ertre charge. Rubber Boots |... 96 $4.00 to... 8. 
1 

@ 















WARE SUPPLIES 


Galvanized Bushel Ash Baskets......... 69c Special 
Ash Sifter ........ SOc] Ash Shovels ....... 7S ji 


Cocoa Mats $1.00 fo 1.50 | Weather Strips on wood 
and brass, in coils 





Also — Electric Heaters ... 5.00 
Elbows, Tees Johnston Floor Waxer for 
and Dampers | Oil Heaters ....:. $7.00 rent by day or week 


CHARLES HOLMES 


13531 Woodward, Bet. Grand and Davison Long. 2287-8—4581 | 














After October sti ontop, peters and is Peay cventnge 


ji 














Mr. Holmes states that he considers it best to adver- 
tise his price whether the price he is asking is higher 
or lower than the price quoted by others. This merchant 
takes the attitude that an advertisement without price 
information lacks selling power and is little better than 
no advertisement at all. 

Readers who have attention called to their needs 
through advertisements stating prices are live prospects 
when they come to the store and offer slight sales re- 
sistance, because of a higher price than they expected 
to pay, etc. 

Mr. Holmes quotes related articles when possible, and 
a fairly large selection is usually advertised. Seasonable 
items are always included in the regular newspaper dis- 
play of this firm. 

The advertisement illustrated is a typical example of 
the copy that has contributed a great deal to the rapidly 
increasing business of this hardware merchant, who has 
the reputation of being one of Detroit’s largest builders’ 
hardware retailers. 








How Many Times? 


SHUT 
OPEN 
SHUT 
OPEN 
SHUT 
OPEN 


SHUT 


1924 MODE! 


SHUT 

OPEN Estimate the number of complete 
operations performed by a door check 

SHUT on the average office, apartment house 
or store door. You'll know then the 

OPEN amount of service which must be built 


into a check that is 


SHUT 
OPEN 
SHUT 
OPEN 
SHUT 

te Rixson Single Acting Door 

— Checks (patented) are made 

and guaranteed for the maxi- 

SHUT mum requirement of two 

years. You know if they can be so guar- 

OPEN anteed they will give many times two years’ 

service to your customers. This is the kind 

of hardware your trade expects in any re- 

SHUT liable store. It is the kind you expect from 

a manufacturer with a twenty-five year 

OPEN reputation for dependable quality and_rea- 


sonable price. Rixson Single Acting Door 
Checks can be supplied with holder or reg- 
SHUT ular arm. Made in painted or plated iron. 
Operate on right or left-hand doors without 
OPEN any change in mechanism. Write for details 
» and price list today. 





The Oscar C. Rixson Company 


4450 Carroll Ave. Chicago, Iil. 
New York Office: 101 Park Ave., New York 
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Builders’ Hardware 








iettheeke aioe & Adjustable Balt Hinges Casement Wlawen 

P le u nges men 

oubie At Acti o ees Concealed Transom Butts, Pivets and Bolts 
Olive tmeskio” Hinges Operators Door Stays and Holders 
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DI AMON D“E” 


CLOTH WINDOW VENTILATOR 


Emphasize the importance of the cloth type for keeping 
out dust, dirt and soot. The cloth of Diamond “E” 
Adjustable Cloth Window Ventilators with the 
all-metal frames is especially selected for 
its close weave as well as strength 
of fabric. 11 popular sizes, 
retail at 45c. 
to $1.05. 





Keep These Shears in the Limelight 


A very popular pattern, heavily built for 
heavy duty. Powerful leverage. Will clip 
Made of best mate- 


fE=® a rake handle in two. 
— and firmly secured by lock nut. Lengths: 
30 and 36 inches. WRITE TODAY 
Rese POR CATALOG AND PRICES. 


We also make 
Potter & Swine- 


No. 126 ford Products 


The Cronk & Carrier Mfg. Co. 
Montour Falls, N. Y. 











KNOWN QUALITY Meir f47.o0., 


SHARK BRAND CHISELS 


Manufactured by E. A. Berg 
Mfg. Co., Ltd., Eskilstuna, 
Sweden. 


Butt Beveled edge. 
Regular Beveled 


edge. 
Socket Chisels. 


are made from 
the finest Swedish 
charcoal steel, sturdy 
and well made and 
craftsmen and lovers of 
good tools appreciate their 
known quality. 
Because of their reputation as de- 
pendable tools, they sell with little 
effort, — means sure profits to you. 
earry a fall line of 
swEDisa” ‘Made TOOLS and HARDWARE 
Order from your jobber today, or write 
SCANDINAVIAN WESTERN IMPORTING Co., Ltd. 
107-108 + -r~ St., — 7 
Minneapolis, M Seattic, W Montreal, _ 








VS cushion TIRE 


STORE LADDERS 


















































Insure perfect shelf service Be any 
line of merchandise. Deep tread ay 











with oes 





= tng “handholds 


ing. Cushioned 7 Tired Trotee pA Truck Wheels eli 
inate geue and prevent vibration. Erection as simp] 
said bealiehte tex, penshs poapenss eet One syle 
sate v e 7 
neat of of design—nicely a; pa 
ing. Thousands in use. ead on een, /} 
mt FE MYERS & BRO.co. 
ASHLAND, OHIO. 
PUMPS-WATER SYSTEMS-HAY TOOLS - DOOR HANGERS 

















CHEERFULNESS AS AN ASSET 


By H. Addington Bruce 


F to be gloomy, irritable, and grouchy is an often 

under-estimated liability to business workers, a 
resolute cheerfulness is an asset few workers are in 
danger of over-estimating. 

Few, for that matter, really appreciate its value, 
especially its value in times of business crisis and de- 
pression. 

Yet it is precisely then that the cultivation of cheer- 
fulness is most to be desired. 

When anxiety is permitted to grip the mind certain 
untoward physical and mental consequences inevitably 
follow. There is a general enfeebling of all the bodily 
processes—digestion, nutrition, circulation, and the rest 
—with resultant ill effects on the mentality as well. 

This because of the dependence of the brain, the 
mind’s supreme organ, on the quality of the blood sup- 
plied to it. When the blood is laden with the toxic 
products of indigestion and constipation, necessarily the 
brain functions below normal. Then thinking like- 
wise becomes difficult, less vigorous, less effective than 
usual. 

But let the worker, no matter what his business cir- 
cumstances, cleave to a cheerful attitude, and behold 
what happens: 

The whole organism pulsates with new life. And in 
proportion as the vital powers are raised, thinking be- 
comes easier and increasingly effective. 

No matter what the problems to be solved, the 
obstacles to be surmounted, cheerfulness contributes 
measurably to a successful outcome. Or, to phrase the 
situation psychologically, cheerfulness is dynamogenic, 
both stimulating to greater effort and releasing energy 
in the one it stimulates. 

How to be cheerful in anxious times. One aid is 
deliberately to smile. As a noted psychologist has ex- 
plained : 

“It makes a great difference for the mental state 
whether a man has the corners of his mouth up or down. 
If the corners of the mouth are allowed to droop, the 
glumness and depression are likely to grow deeper.” 

“If the lips are curved upward and smile, even though 
it be a forced smile, the inner feeling will soon yield 
to it.” 

And, of course, there should be a simultaneous re- 
fusal to dwell on thoughts that depress. 

Else it may be found impossible to keep the lips 
from drooping the moment conscious effort to look 
cheerful ceases. The best way to avoid this is by 
acquiring a habit of sidetracking unpleasant thoughts 
as soon as they intrude. 

Which may be done by various methods. Especially 
would I recommend the method outlined by Charles C. 
Peters, incidental to a discussion of the psychology of 
moods : 

“One may set oneself to counting one’s blessings in- 
stead of one’s misfortunes, or one may prove his powef 
to succeed by turning from gloomy forebodings to 
vigorous work.” 
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An Oil-Burning Iceless Refrigerator 


Ice from oil heat is now possible through the recent intro- 
duction of the Superfex Oil-Burning Refrigerator, manufactured 
by the Perfection Stove Co., Cleveland, Ohio. 

This refrigerator, of the absorption type, is “powered” by the 
heat from ordinary kerosene burners, somewhat like those used 
on oil stoves. They are operated only once a day for about 1% 





hours. Each day a bottle containing about a pint of kerosene 
is placed in the burner unit and the burners are lighted. When Manufacturers of Hacksaws Unexcelled 
the oil is consumed, in about 75 minutes, the burners go out and Steel Tapes—Standard for Accuracy 


the refrigeration continues for 24 to 36 hours. 

The refrigerator has been designed to be used in homes where 
electricity or power lines are not available. It is installed with 
a connection to the cold water supply system, to allow the water 
to circulate through a coil in the condenser tank. 

In design, the Superfex resembles other modern “iceless” re- 
frigerators. The cabinet is heavily insulated, the interior food 
compartment is finished in white porcelain enamel and the ex- 
terior of the box is sheet steel, finished in Perfectolac, a special 
lacquer. There are no seams in the food compartment and the 
tracks on which the shelves slide are pressed into the metal. 
The freezing unit contains two drawers in which ice cubes can 
be frozen. Having no moving parts the Superfex operates 
noiselessly and does not require frequent servicing. 


Utah Jobber Issues New Toy Catalog 


A new 200-page toy catalog is being distributed to its trade 
by the Salt Lake Hardware Co., Salt Lake City, Utah. 

This is a profusely illustrated book with many colored inserts 
in addition to illustrations in color. Among the items described 
and listed are wheel goods, scooters, bicycles, toy furniture, 
mechanical toys, games, playthings, unpainted furniture, sporting 


goods and leather goods. ] 
The company operates branches at Pocatello, Boise and Grand ec : arre rv) 


Junction, Colorado. 





Starrett’s 


THE L. S. STARRETT CO. 


World’s Greatest Toolmakers 


ATHOL, MASS., 
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FRESH WATER UNITS 
dhe MYERS Line is Complete 


, When 
you thinkof 
WATER think 































y , = WHEN the water starts to flow—your customer 
“4 MYERS will be twice glad that his water system is a 
umps and MYERS. First, because he has the satisfaction of 
Water knowing that he has invested in a water system with 


permanent responsibility behind it. Second, he is forti- 
fied with the knowledge that nowhere at any price could 
he have purchased more dependable equipment than the 
MYERS. 


This means a lot. And especially so to those who for the first time 
are to enjoy the comforts and conveniences of running water. De- 
pendable day in and day out service—plenty of water at low cost for 
household needs, for milkhouse, barn and feed lots, for sprinkling, ma- 
chine washing and fire protection—this picture of satisfaction paints 
itself over and over again in countless homes and farms and broad- 
casts Myers merit throughout the 
length and breadth of the land, 


And here is something else worth 
while — highly important to live 
pump men everywhere. The Myers 
line of water systems is complete 
—a style and size for every service 
up to ten thousand gallons per hour. 
Note carefully the five improved 
styles of Myers Direct Water Sys- 
tems appearing in this advertise- 
ment. They comprise but a small 
part of the Myers line. Whether 
or not you are already selling water 
systems we ask every dealer, every 
pump man, to write for a copy of 
our late catalog with complete in- 
formation about the new line of 
Myers Water Systems at lower 
prices. 


Systems” 
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PUMPS - WATER SYSTEMS- HAY TOOLS - DOOR HANGERS 
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